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Rough Proofs 


Now that Pepperell is using sheet 
music to help move its products, 
there ought to be a chance for the 
author of “Tuck Me to Sleep in My 
Old "Tucky Home.” 


rh re 


Words and music for the Pepper- 
el] Lullaby were writen by Francis 
Vy. Hatch, who thus demonstrates 
just what emergencies an account 
executive must be able to rise to. 
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Senator O’Mahoney insists that 
advertising will not be considered in 
the monopoly quiz. His confrere, 
Thurman Arnold, has also decided 
to drop that hot potato. 


7 TF 


Having decided to change the 
name of “Knott Knotes,” the pub- 
lisher considered “Knott Holes,” but 
ultimately decided on the more gen- 
eral appellation of ‘“‘Metropolis.” 
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“Denver agencies vie for credit in 
chain store defeat.’—ADVERTISING 
AGE. 

Who killed Cock Robin? I, said 
the sparrow, with my bow and ar- 
row. 

i 

Media »uyers are described by 
Professor Agnew as less skillful than 
space salesmen. But the space sales- 
men are trying hard to keep the 
order signers from finding it out. 


. + 


The perfect salesman is the lad 
who never lets the customers suspect 
that they are being sold. 
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Robert Maynard Hutchins thinks 
ten cents would be about right as 
the admission fee for college foot- 
ball. People who looked at the 
Maroon eleven this season hasten to 
agree with him. 
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Dr. Hutchins’ plans to rid football 
ol its mercenary ills remind ob- 
servers of the old-fashioned surgeon 
whose slogan invariably was, 
“When in doubt, operate.” 


~~ 


Church & Dwight have 52 per cent 
of t Northwest farm market for 
baking powder, it is reported. Looks 
as if the old Arm & Hammer has 

ven out all opposition. 
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Lifebuoy, a correspondent points 
ut, is successfully advertised in 
eat Britain as a household clean- 
ser. Over there they insist “B.O.” 
means nothing but British Only. 
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appointment of Alfred M. 
mas a member of the United 
delegation to the Lima Pan- 
ican conference is hailed as a 
ntribution to national unity, in 
‘spite of the fact that Kansas hadn’t 
tened to secede. 


Vw 


‘ this time of the year football 
s have almost as much excite- 
as advertising agents—they 
know when they are going to 
inced. 

Copy Cus. 


BROADCAST SPOKESMAN 


Neville Miller, NAB president, who is 
working out details of the proposed all- 
industry drive. 


Inflammatory Copy. 
Held Unwise for 
Liquor Industry 


Barry Assails Moral 
Preaching by Distilling 
Companies 


New York, Dec. 1.—Advertising 
to stimulate public morality or to 
rouse civic indignation against 
abuses which threaten to bring the 
liquor industry into disrepute, was 
characterized as a waste of money 
by Robert Barry, director of public 
relations, National Distillers Prod- 
ucts Corporation, speaking before 
the Society of Restaurateurs here 
this week. 

“T do not subscribe to the theory,” 
he said, “that we can correct the 
abuses of personal over-indulgence 
in the use of alcoholic beverages, or 
check the greed of unscrupulous 
roadhouse keepers by emblazoning 
full-page protestations of distiller or 

(Continued on Page 4) 


Marlboro Back 
in Newspapers 
After Five Years 


New York, Dec. 1.—Resumption 
of newspaper copy on Marlboro ci- 
garettes, after a lapse of five years, 
was announced today by Philip 
Morris & Co. 

At the same time, it was disclosed 
that the Philip Morris brand would 
receive additional newspaper pro- 
motion. The schedule will be ex- 
panded this month to cover 35 cities. 

Newspaper copy on Marlboro will 
appear in New York, Boston and 

‘hicago, with possible expansion la- 
ter. Biow Company is the agency. 


‘DIRECTORY OF FEATURES 
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Week _. 
Rough Proofs 
Voice of the Advertiser 16 


Set Producers, 
Broadcasters Plan 
Joint Campaign 


To Spend Substantial 
Sum to Encourage More 


Use of Radios 


Chicago, Dec. 1.—The manufac- 
urers of the country’s radio sets and 
the operators of its radio stations 
are ready to join hands in a cam- 
paign designed to make the public 
more appreciative of radio and to 
operate its sets more hours per day. 
Following a meeting yesterday of 
committees representing the Radio 
Manufacturers Association and the 
National Association of Broadcast- 
ers, the board of directors of the 
former met at the Stevens Hotel 
today and approved a proposal to 
contribute one-half of “a substantial 
sum” to the project. The NAB is ex- 
pected to take like action at a board 
meeting in Washington Dec. 12. 

The broadcasters’ organization will 
be entrusted with the development 
of strategy for the campaign, the 
two associations having agreed that 
no advertising agency will figure in 
their activities. The radio manufac- 
turers, however, predicated their fi- 
nancing support on adoption of a 
campaign plan which is satisfactory 
to them and which will make dealer 
and jobber .participatidn one.of. the 
objectives. 4 


Genesis of Campaign 


That manufacturers of radio sets 
have long felt a close kinship with 
radio broadcasters, an@ that they are 
interested not only in high broad- 
casting standards, but in a radio es- 
tablishment which is free of censor- 
ship beyond that exacted by good 
taste, was indicated last spring when 
the RMA proffered cooperation to 
the broadcasting organization. Be- 
cause the NAB at that time was in 
the throes of reorganization, it was 
unable to give immediate considera- 
tion to the idea. The current reopen- 
ing of the plan, however, came from 
the NAB. Neville Miller, president 
of that organization, headed the 
broadcasters’ committee which met 
with the radio manufacturer repre- 
sentatives yesterday. The latter in 
turn were led by their own presi- 
dent, A. S. Wells, of Wells-Gardner 
& Co., Chicago. 

Bond Geddes, executive 

(Continued on Page 27) 
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STUDIES FOOD PROJECT 


Clarence Francis, General Foods pres- 
ident, who was named head of a com- 
mittee to develop the Institute of Nutri- 
tion, a broad public relations project 
sponsored by food manufacturers. 


Fair Trade I 
Off-the-Record _ 
Topic for AGMA 


New York, Dec. 1.—The most 
widely discussed subject behind the 
scenes of this week’s convention of 
the Associated Grocery Manufac- 
turers of America was the problem 
of fair trade. Manufacturers attend- 
ing the meeting revealed an intense 
interest in the subject, with most of 
them still retaining an open mind 
as to its virtues in their business. 
No official action on fair trade was 
taken. However, more than 100 
products sold through grocery out- 
lets are under fair trade in Ohio, 
and Paul S. Willis, president of the 
association, declared that food man- 
ufacturers “are more sympathetic 
thar ever before to attempts to help 
dealers earn a reasonable profit.” 
Mr. Willis said that the attitude 
of the association is that present 
fair trade laws are not the answer 
to the elimination of loss leader sell- 
ing, although current statutes may 
serve as an expedient. Most of the 
(Continued on Page 32) 


Last Minute News Flashes 
Riley Promoted by National Hotel Management 


New York, Dec. 2.—George V. 


Riley, formerly manager of the Hotel 


New Yorker, has been appointed advertising and sales director of the 
National Hotel Management Company, which operates a chain of hotels. 


Nash Expands Sales Crusade Theme 
Detroit, Dec. 2.—Organization of the National Salesmen’s Institute was 
officially launched here today at a convention attended by the sales and 


advertising personnel of Nash-Kelvinator Corporation. The new project 


is expected to crystallize the nationwide recognition accorded selling in 
the recent National Sales Crusade, conceived by George W. Mason, Nash- 


Kelvinator president. 


Rochester, N. Y., Dec. 2.—The 


azines and newspaper comic secti 


Products division of McGraw Electric 
ts first use of rotogravure in a special 
spapers of the Metropolitan Group 


Ad-libbing by of i 
Basic Business Index... ... _.. 30| First Roto for Toastmaster Products 
Coming Conventions ........ 31 Elgin, Ill., Dec. 2.—Toastmaster 
Earnings of Advertisers. . _ 20 Company today disclosed plans for i 
Editorials Ware _ 42) Christmas campaign. Twelve new 
. 4 and three of the Pacific Coast Gravure Group are scheduled for 1,000- 
+ eee ag ee -f line color copy Dec. 11. Erwin, Wasey & Co., Ltd., Chicago, is the agency. 
° . ~~ | P o 
Obituaries ............. 30 ‘More Color Copy for French's Bird Seed 


1939 advertising program of R. T: 


33 | French Company will involve an expanded use of color in national mag- 


ons. Richard A. Foley Advertising 


Agency, Philadelphia, directs the account. 


O'Mahoney Sounds Call 


for New Business Curbs 


Monopoly Quiz Head 
Tells Food Men Aim 
Is Stabilization 


New York, Dec. 1.—More exten- 
sive regulation of business by the 
federal government is vital to the 
welfare of business itself as well as 
to the nation, Senator Joseph C. 
O’Mahoney of Wyoming, chairman 
of the Temporary National Eco- 
nomic Committee, declared here this 
week before the 30th annual con- 
vention of the Associated Grocery 
Manufacturers of America. 

Senator O’Mahoney’s presentation 
of his economic philosophy was one 
of the highlights of a three-day con- 
clave which included in its scope 
a criticism by A. C. Nielsen of mar- 
ket research technique as practiced 
by advertising agencies, publishers 
and radio broadcasters; ridicule of 
“pseudo-scientific” product evalua- 
tion by professional consumer 
groups by Thomas H. Beck, presi- 
dent of the Crowell Publishing Com- 
pany; a proposal to establish an In- 
stitute of Nutrition, sponsored by 
the food industry and dedicated to 


_|the advancement of public health; 


and a preview of the “Parade of 
Progress,” to be promoted from Feb. 
1 to May 1 next year. 

The only practical method of cre- 
ating. outlets for mass production 
Senator O’Mahoney declared, is to 
make it possible for the people to 
attain mass consumption. Govern- 
ment’s function is to help business 
expand, he added, and government 
“was created for the purpose of reg- 
ulating and stabilizing business.” 


Broad Economic Changes 


Admitting that business men are 
“jittery” over what the government 
may do, the senator asserted that the 
real reason for uncertainty is the eco- 
nomic transformation that has taken 
place over a period of years. In the 
early days of the nation, he pointed 
out, business was largely local, con- 

(Continued on Page 31) 


National League 
Gives Wheaties a 
Break in New Film 


Chicago, Nov. 30.—The close as- 
sociation between Wheaties and 
famous baseball players, developed 
by General Mills through extensive 
advertising in all major media, was 
continued this week by the National 
League which incorporated the 
product as the only commercial 
name in a new educational motion 
picture, entitled “Baseball.” The 
film, an inspirational project which 
dramatizes the national pastime 
from its earliest beginnings, will be 
shown before boys’ groups through- 
out the country. 

In addition to screen credit for 
assistance in making the picture 
possible, General Mills receives sev- 
eral promotion boosts during the 
course of the film. Its baseball 
radio announcers are shown at fre- 
quent intervals and at one point a 
group of eager fans are pictured 
against a background of Wheaties 
displays. 

Most effective, however, is a 
scene which depicts the happy 
home life of a big league ball play- 
er. The subject is the menage of 
Stan Hack of the Chicago Cubs. 
The star third baseman’s young 
son is seen at the breakfast table 
gulping down—you guessed it— 
large quantities of Wheaties. 
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ADVERTISING AGE 


December 5, 193 


Warns Against 
Over-Exuberance on 


Early Television 


G-E Technical Expert 
Outlines Vital Problems 
Unsolved 


Bridgeport, Conn., Dec. 1.—The 
futility of expecting too much from 
television in its early stages and the 
need for immediate attention to its 
advertising possibilities were em- 
phasized here this week by Dr. W. 
R. G. Baker, chairman of the man- 
agement committee of General Elec- 
tric Company’s radio and television 
division. 

Addressing a gathering of G-E 
field men, Dr. Baker also mentioned 
two technical problems still to be 
solved: the high cost of “piping” 
programs from city to city, and the 
short range of the present transmit- 
ter. He declared: 

“Probably the primary problem is 
that of educating the public as to 
what they may expect of television 
at this stage. It is not easy. The 


average man is accustomed to pres- 
ent-day standards of radio and the 
motion picture, both of which have 
reached a high degree of perfection. 
He has forgotten that he once used 
earphones and that not so long ago 
motion pictures flickered badly. Too 
many people believe that television 
will immediately bring them the 
events of the world, as they take 
place, in a picture three by four feet. 
Perhaps such a service will event- 
ually be possible, but today the en- 
couragement of such an idea is cer- 
tain to react unfavorably on the de- 
velopment of the art. 


High Cost of Programs 


“As for program problems, even 
if we knew what types of programs 
will appeal to the public, there re- 
mains the additional question—who 
will pay for them? Filmed programs 
offer one big advantage. They could 
be prepared and forwarded in ad- 
vance to television stations by air 
mail. By this method the problem 
of difference in time between cities 
—which now plagues broadcasting— 
would be eliminated.” 

Regarding the technical problems 
to be solved, Dr. Baker said: 

“We do not as yet know how to 
‘pipe’ programs from city to city 
economically. Hence television net- 
works are not practicable. While it 
is true that television transmitters 


can be piped by very special wire 
circuits, and by relays of special ra- 
dio transmitters, neither of these 
methods is in existence today nor 
do they appear to be economically 
possible in the near future. 

“The second technical problem is 
the limitation of range or distance. 
A fairly high power television trans- 
mitter is now limited to a radius of 
not much more than 40 or 50 miles. 
This immediately indicates that a 
great many transmitters will be re- 
quired to provide national service. 
It also means that, considering the 
cost of television transmitters, the 
economics of the situation will at 
first tend to limit transmitters to 
urban areas where the population is 
dense. Extension of service to rural 
and suburban areas will necessarily 
be slow. 

“And there are other problems of 
a strictly consumer nature. Televi- 
sion requires the fixed attention of 
the person viewing the programs; 
as close attention as is required in 
viewing a motion picture. In many 
instances the room lighting must be 
somewhat reduced, or at least not 
much direct light can be permitted 
to fall on the viewing surface. Pic- 
ture sizes will vary probably in ac- 
cordance with the cost of the tele- 
vision receiver, but in any event the 
area in which the viewer must be 
located will be somewhat restricted. 


agricultural area. 


“IN THE RURAL 
SOUTH — IT’S 
PROGRESSIVE 
FARMER” 


ND as a result of this consistently strong blood stream over a period of years the 
latest index of rural retail sales in the South stands at 145 compared with 122 for 
rural America as a whole. It’s selling time in Dixie! 


HE South’s strong rural retail market is best reached and sales are most strongly 
influenced through Progressive Farmer with its more than 965,000 net paid sub- 
scribers. To manufacturers looking for a most profitable increase in sales in the South, 
Progressive Farmer offers the economy of wide coverage coupled with the unequalled 
influence of five editions, each edited to serve the interests of a distinct and important 


Progressive larmer 


Cand Southern Ruralist 


BIRMINGHAM 
RALEIGH 


250 Park Avenue, NEW YORK 


AS ANOTHER TWO BILLION 
DOLLAR HARVEST SEASON 
COMES TO AN END THE 
MANUFACTURER'S SELLING 
SEASON GAINS SOUTHWIDE 


| pee the fifth consecutive year an annual 
cash farm income of two billion dollars 
is being enjoyed in the rural South. This 
steady flow of cash from farms constitutes 
the lifeblood of the towns of less than 10,000 population where more than 47 percent 
of all retail sales in the South are made. 


MOMENTUM 


MEMPHIS 
DALLAS 


Daily News 8ldg.,. CHICAGO 


SEX FOR SANTA? 


Either 
Ogden, Utah, department store layout 


deliberately or otherwise, this 
showed sedate old Uncle Nick in an 
entirely new light. The customers seemed 
to like the idea; sales boomed; and the 
whole town was given a new topic of 
conversation. 


Receivers will not be very small 
pieces of furniture, and list prices 
will undoubtedly not be low enough 
to make much of a market among 
the low income brackets. 


What Happened Abroad 


“The experience of television in 
England, where it has been commer- 
cialized under very favorable condi- 
tions for two years, offers the best 
case history to study. The British 
Broadcasting Company operates a 
large television transmitter in Lon- 
don, and hence covers a densely 
populated area. As a result, British 
manufacturers of television sets 
have sold approximately 10,000 sets 
in about two years. These modest 
figures certainly give no reason to 
expect a sky-rocket market in the 
United States during the early 
period of television. 

“Only by public participation can 
the art of television be advanced and 
the system, technical and programs, 
be brought nearer perfection.” 

General Electric Company started 
work on television in 1927. It now 
has under construction in Schenec- 
tady, N. Y., a large experimental 
television plant. Its engineers are 
engaged in continual research in the 
design of transmitters and receivers. 


Plan Campaign for 
‘Second Season’ 
on Piano Sales 


New York, Nov. 29.—Plans for 
the first industry-wide advertising 
campaign to increase the sale of 
pianos in the spring, thus leveling 


out the industry’s sales curve, moved | 


forward another step here today at 
a meeting of the advertising com- 
mittee in charge of the project. 

Decisions reached today, including 
a tentative slogan and copy theme, 
will not be divulged until Dec. 27, 
when the full group called by the 
National Piano Manufacturers As- 
sociation will hold its second meet- 
ing. At that time, it is expected that 
all details will be completed. 
Eighty per cent of the industry was 
represented at the initial gathering 
last month. 

The advertising committee is 
headed by J. L. Seltzer, advertising 
manager, Winter & Co. Other mem- 
bers are J. D. Cowen, S. T. Seid- 
man Advertising; Charles M. Free- 
man, Federal Advertising Agency; 
C. S. Hammond, Frederick Loeser & 
Co., department store, and C. G. 
Suber, N. W. Ayer & Son. 


Salz to Metropolitan 


Salz Brothers, Inc., New York, 
pens and pencils, has appointed the 
Metropolitan Advertising Company, 
New York, to direct advertising for 
its Stratford line. 


Grapefruit Drive Starts 
Atwood Grapefruit Company, 
New York, through Frank Presbrey 
Company, will use newspapers in 
a three-month campaign for At- 


wood tree-ripened grapefruit. 


Views Quilts _ 
as Guard Agains} 
More Copy Bans 


Pittsburgh, Nov. 30.—Copy must 
be written on the basis of a Quality 
appeal, rather than mere use of trite 
and worn out adjectives if adverts, 
ing is to escape further regulation 
Dr. Kenneth Dameron, vice-preg 
dent of the Advertising Federatio, 
of America, declared here yesterday 

Addressing a joint luncheon of t), 
Women’s and Men’s Advertising 
Clubs of Pittsburgh, Dr. Dameroy 
charged that business and advertis. 
ing had only themselves to blar, 
for the growing trend toward regu. 
lation by the government and qp. 
sumer groups. 

“Advertising reflects the mora) 
ethics of business of the period,” }, 
said. “In recent years, it has bee 
slipshod and largely of the hag 
type. Research has been insufficien; 
and shallow. 


Stresses Broader View 


“The paramount question hg; 
been ‘Will it sell?’ without due ~. 
gard for the future good will of the 
buying public. Greater emphasis oy 
ales promotion in general is needed 
rather than emphasis on ‘threaten. 
ing’ or exaggerated copy and sg). 
gans.” 

He warned that government con. 
trol over advertising may obtain ; 
broader scope in the future unles 
advertisers cooperate in making 
needed changes. There is a possi. 
bility, he said, of a federal bureay 
being set up for the sole purpose of 
regulating advertising in the best 
interests of the consuming public, 
Thirty-eight states now have truth. 
in-advertising laws, he added, al- 
though only Wisconsin has the 
means for enforcement of such laws. 

Testimonials and accredited sta- 


tistics were among the quality ap- | 


peals listed by Dr. Dameron. Such 
appeals necessitate more research, 
he commented, but can neverthe- 
ess form a major step in the process 
of self regulation. He also predicted 
that more emphasis would be placed 
in layout, art and “hidden” angles 
of preparing copy. 

In addition to serving as vice- 
president of the AFA, Dr. Dameron 
is a member of the advisory staff 
of the Institute of Public Relations 
and a professor of marketing and 
advertising at Ohio State University. 


Fair Appoints U. & U. 


Underwood & Underwood IIlus- 
tration Studios, New York, has been 
appointed exclusive photographer 
for the New York World’s Fair. 
Background facilities in the studios 
will enable advertisers to procure 
illustrations with World’s Fair at- 
mosphere even when the actual site 
may not be entirely completed. 


New Publicity Agency 
Lawrence Beller, formerly with 
United Press Association, New York, 
and Murray Goodman, former sports 
editor of Universal Service, New 
York, have opened publicity and 
public relations offices in the Chanin 
bldg., New York, under the name 
of Lawrence Beller & Associates. 


-PHOTOS: 


% 


tions, on all subjects, are avall- 


able for your inspection. 
wire or phone 


KAUFMANN & FABRY CO. 
423 S. Wabash Avenue . Chicago 


Telephone Harrison 3135 
106 West 43rd St., NEW YORK 


Write, 


Thousands of ready-to-use illustra | | 


Phone Bryant 9-6682 
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We think ignorance has been getting 


o. the World War and 
the publication of the Army Intelli- 
gence Tests, it has become fashion- 
able to assume that... ‘‘the average 
American has a mental age of only 
fourteen years.”’ 


LIFE thinks that this “‘ignorance’”’ has 
been vastly over-publicized . . . that the 
belief in it has been too smugly embraced 
by those who deal with people in the mass. 


So LIFE, in creating a new form of 
journalism, started with the premise 
that the American people are eager to 
know and anxious to be informed .. . 
that it is a disservice to readers to ‘“‘edit 
down.” 


For example, LIFE believes that news 
of the world of arts and science is inter- 
esting, exciting, important. And LIFE, 
through its unique welding of pictures 
and text, presents this news in a way 
that millions of Americans find enter- 


taining and understandable. 


cgi ia 


FROM LIFE’S STORY ON CANCER 


LIFE also makes it a policy to report 
notable happenings in the field of medi- 
cine: LIFE takes its readers behind the 
scenes to show such subjects as cancer 
research, the treatment of tuberculosis, 
experiments with sex hormones — gives 
its readers word-and-picture accounts 


that are simple and understandable, yet 
as accurate as medical textbooks. 


ARCHAEOLOGY FROM LIFE 


LIFE applies this same constructive and 
informative journalism to other fields 
of science ... anthropology, archaeology, 
botany, entomology. LIFE makes news- 
worthy material of these usually ponder- 
ous subjects, and presents this material 
ina way that not only informs but enter- 
tains. And LIFE’s readers ask for more. 


FROM LIFE'S ARTICLE ON AMERICAN ART 


Similarly, LIFE finds the American peo- 
ple warmly receptive to its interpretation 


- 


of outstanding work in the world of art 
—no magazine of wide circulation has 
reproduced so many of the great paint- 
ings in full color of the last seven cen- 
turies. No other magazine has ever 
done so much to introduce to Americans 
the vigor and beauty of their own con- 
temporary art. 


- - f 
LIFE REPORTS SCIENTIFIC SEED BREEDING 


Thus, the reader of LIFE, as an intelligent 
adult, is kept abreast of the world he 
lives in—its art, science, medicine, its 
cultural progress. LIFE’s camera, an “eye 
with a brain,”” shows him things as spec- 
tacular as man-made lightning . . . things 
as earthy as the patient breeding of a 
better ear of corn . . . things as aesthetic 
as great moments in the theatre. And 
LIFE’s new kind of journalism illuminates 


FROM LIFE’'S SERIES ON OLD MASTERS 


their significance . . . reveals their mean- 
ing and importance. 
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FROM LIFE’S NEWS OF THE THEATRE 


The way LIFE has dealt with these 
things, usually considered over the heads 
of average people, is typical of LIFE’s 
handling of other significant events, prob- 
lems, and personalities. LIFE has treated 
the American public as a public with in- 
telligence and taste. 


And because the American public has 
responded so enthusiastically, LIFE, with 
an unforced circulation of 2,200,000, not 
only has become the greatest success in 
all publishing history—but, in two short 
years, has definitely established itself as 
the most potent editorial force in 
America! 
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Chicago, Dec. 


Opinion, 


the size 
sample selected. 


. Accurate Sample 
Is Poll Problem, 
Gallup Says 


1.—Dr. 
Gallup of Young & Rubicam, 
of the American Institute of Public 
reiterated before 
cago Federated Advertising Club to- | 
day his contention that accurate re- | 
sults in research depend far less On|nance of a 
than the accuracy 

“If the matter of securing an ade- 
quate and careful cross-section were 
the only factor to be considered,” he 
said, “then 1,500 or 2,000 interviews 
would give a national answer within | tial poll were the preponderance of 


\700 interviewers, 


>| truly 
{basic problem, Dr. 


»>|/which he 


} per cent of accuracy in 97 per cent 
of the cases. But in measuring polit- 
ical opinion as we do, and particu- 


\larly in breaking it down into polit- 
lical subdivisions certain other 


fac- 


tors enter; therefore our average 


sample consists of about 10,000 in- 


terviews, gathered by approximately 
almost all of 
whom work on a part-time basis.” 


Why “Digest” Poll Failed 


The establishment and mainte- 
carefully-selected and 

cross-section is the 
Gallup said, far 
outweighing in importance the num- 
ber of interviews. Among reasons 
advanced for the failure 
of the 1936 Literary Digest presiden- 


typical 


names in older age groups and in| Fishbein to Talk 


higher income levels. 

Strangely enough, Dr. Gallup re- 
ported, the British Institute of Pub- 
lic Opinion, a companion organiza- 
tion operating in the British Isles, 
is securing somewhat greater ac- 
curacy in its tests than its American 


| parent. 


The Gallup public opinion polls 
are currently running in 80 Amer- 
ican newspapers, while the British 
counterpart is supported by the 
London News-Chronicle. 


Burch to Y. & R. 


Thomas L. Burch has_ joined 
Young & Rubicam, Chicago, as con- 


tact executive. He was formerly 
central division sales manager of 


The Borden Company. 


| 


| and 


| talk will be 


Morris Fishbein, editor of the 
Peak of the American Medical 
Association, will be guest speaker at 
the meeting of the Drug, Chemical 
Allied Trades Section of the 
New York Board of Trade Dec. 16 
at the Hotel Commodore at 12:30 
p. m. The subject of Dr. Fishbein’s 
“How the Drug Indus- 
try Can Better Serve the Public.” 


Miller Advanced 


Francis E. Miller has been elected 
president and director of Distilled 


| Liquors Corporation, New York, and 


|its sudsidiary 


companies, Distilled 
Liquors Import Company and Wal- 
ter H. Hildick Company, New York. 
Mr. Miller was formerly an execu- 
tive of Seagram Distillers Corpora- 
von. 


- The Movie Youll See Tonight 
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Boosts Purchasing Power 


in the Magic Circle’ 


WA QAAAW "SSH" 


Circle,” 


“Los Angeles, 
Market,” 
marketing information. 


California 


v todav! 


The Motion Picture capitol of the world is centered 
in the Los Angeles A. B. C. City Area. 
wages paid to employes of the 41 producing com- 
panies, all of which are located in the “Magic 
total over 22 million dollars, according to 
the 1935 U.S. census of business. This tremendous 
payroll, of course, does not include salaries paid to 
stars, directors, writers and executives, 


raises total studio payrolls to approximately 
TWICE 22 millions. 


Annual 


which 


The Evening Herald and Express gives full and com- 
plete news coverage of the activities of stars and 
studios; that is why it is the favorite newspaper of 
this highly paid group. Staff motion picture writers, 
Jimmy Starr, Harrison Carroll and W. E. Oliver, to- 
gether with Walter Winchell, who writes exclusively 
for the Evening Herald and Express in Los Angeles, 
are the favorite columnists of the movie industry. 
To put your product before this and other able-to- 
buy groups, schedule your campaign in the Herald 
and Express; it is preferred by approximately 50% 
MORE A. B. C. families than the next local daily. 


Key to the Southern 
contains useful 
Write for your 


The “Magic Circle” 


.Los Angeles A. B. C. City 
Area is a.700 MILLION DOLLAR MARKET. 
This compact, densely populated circle embraces 
70.3% of Los Angeles County’s population and ac- 
counts for 75.9% of the county’s total retail sales. 


NEW YORK 


LOS ANGELES EVENING 


HERALD~-£xpcess 


NATIONAL 


REPRESENTATIVES: 


DETROIT CINCINNATI 


BOSTON 


SAN FRANCISCO 


PAUL BLOCK AND ASSOCIATES 


PHILADELPHIA 


LOS ANGELES 


vo. Inflammatory Copy 
Held Unwise for 
Liquor Industry 


(Continued from Page 1) 


|brewer morality in newspapers ang 


magazines. 
“Within recent weeks proposals 
have come to my notice for lavish 


expenditures by distillers to arouse 


civic indignation through full-page 
advertisements. I realize that I am 
making myself extremely unpopy- 
lar among my newspaper friends 
when I state that every possible jn. 
fluence I can bring to bear will be 
against such a waste of money. Yoy 
do not arouse civic consciousness jn 
that manner, whatever the newspa- 
pers and advertising agencies may 
say to the contrary. You accomplish 
it through organization. The pro. 
hibitionists know that. Their work 
is not proclaimed nor are their funds 
squandered in extravagant advertis- 
ing campaigns. 


Cites Technique of Drys 


“They are using the radio in some 
sections of the country but always 
with one purpose, organization. It 
is a much more tedious process but 
a far more effective one. It offers 
the only sound approach toward 
even a partial solution of a problem 
which antedates history.” 

Mr. Barry took occasion to criti- 
cize big city newspapers for failing 
to “discharge their responsibilities 
to their own communities,” and de- 
clared that local newspapers must 
remain “the greatest single influence 
to arouse and direct civic conscious- 
ness, put the fear of God into the 
hearts of local politicians and bring 
to book the operators of public 


| | nuisances.’ 


Instead of “dumping hundreds of 
thousands of dollars into the coffers 
of big town newspapers,” he advo- 
cated the diversion of distiller ad- 
vertising to the smaller towns where 
“we may find newspapers which do 
have a sense of their responsibility 
to their communities.” 


New Rules for WOV 


Effective Jan. 1, announcements 
on commercial programs over Sta- 
tions WOV-WBIL, New York, will 
not exceed 20 per cent of the broad- 
cast time, according to Hyla Kic- 
zales, general manager. Miss Kic- 
zales also announced that spot an- 
nouncements will be limited to 20 
seconds. 


Scripto to Greene 


Scripto Mfg. Company, Atlanta, 
Ga., manufacturer of mechanical 
pencils, has appointed James A. 
Greene & Co., Atlanta, to handle its 
account. Tucker Wayne is account 
executive. 


Moves Chicago Office 
Western headquarters of Air Con- 
ditioning & Oil Heat have been 
moved to 
Chicago. 


903 Merchandise Mart, 
A. E. Delgado is manager. 


WLS THE STATION 


THAT PULLED MORE THA 
A MILLION LETTERS 
LAST YEAR, 


54% OF WHICH CONTAINED 


“PROOF OF PURCHASE” 
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ADVERTISING AGE 


ANNOUNCING some additions to a famous family 


Pictured on this page are 
members of the Young & 
Rubicam radio “family”— 
personalities of radio shows 
put on the air by Young & 
Rubicam for Young & Rubi- 


cam clients. 


New members of this fa- 


mous family—those who have 


joined this year—are desig- 


nated by stars. 


Fred Allen in “Town Hall Tonight”— put 
on by Young & Rubicam for Sal Hepatica, 
Ipana, and Minit Rub. 


a 


; 
: 
‘ 


Gabriel Heatter in “We, the People”— 


put on by Young & Rubicam for Sanka 
Coffee. 


* John Nesbitt in “Passing Parade”—put 
on by Young & Rubicam for Gulf Oil 
Corporation. 


* Lum and Abner in a program put on 
by Young & Rubicam for Postum. 


Jack Benny in the fourth season of the 
Jell-O program—put on by Young & Ru- 
bicam for General Foods. 


* Eddie Duchin and his orchestra in a 
program put on by Young & Rubicam for 
Pall Mall Famous Cigarettes. 


Helen Hayes, one of many great stars 
to be presented in “The 1847 Silver The- 
atre”—put on by Young & Rubicam for 
1847 Rogers Bros., International Silver. 
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* Al Pearce and “His Gang”— put on by 
Young & Rubicam for Grape-Nuts and 
Grape-Nuts Flakes. 


s—— 


Mary Margaret McBride in a program 
put on by Young & Rubicam for La France 
and Satina. 


“The Phantom Pilot” put on by Young 
& Rubicam for Langendorf United Ba- 
keries, Inc. 


* Ben Bernie and Lew Lehr in a pro- 
gram put on by Young & Rubicam for 
Half and Half Smoking Tobacco. 


* Dave Elman in “Hobby Lobby”— put 
on by Young & Rubicam for Fels-Naptha 
Soap Chips. 


Kate Smith in “The Kate Smith Hour” 
—put on by Young & Rubicam for Swans 
Down Cake Flour and Calumet Baking 


Powder. 


* The Lone Ranger in a program put 
on by Young & Rubicam for Silvercup 
Bread. 


YOUNG & 
RUBICAM, INc. 


ADVERTISING 


NEW YORK + CHICAGO 
DETROIT - HOLLYWOOD 
TORONTO + MONTREAL 
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December 5, 1938 


Mystery Clouds 
German Exit from 
Golden Gate Fair 


San Francisco, Dec. 1.—Mystery 
surrounds the latest developments in 
the withdrawal of the German State 
Railway’s $40,000 exhibit from the 
1939 Golden Gate International Ex- 
position, a situation further com- 
plicated by recent advice from the 
German Embassy in Washington. 
According to officials there, “Ger- 
many was never invited to partici- 
pate in the fair.” 

This has been contradicted by 
Major O. J. Keatinge, director of 
foreign participation for the fair, 


| who said: “Germany, like all other | 
countries of the world, received an 
invitation to participate officially 
through the State Department and 
the American Embassy in Berlin. 
All negotiations have been con- 
ducted with full knowledge of the 
German Consul General, Baron von | 
Killinger in San Francisco, who 
transmitted a message from Dr. 
Funk, the Minister of Economy, that 
Germany would participate in a 
very comprehensive way, but 
through the German State Rail- 
ways.” 

Belief was expressed by the con- 
sulate here that the formal invita- 
tion had been refused because Ger- 
many was a signatory to the Paris 
pact which prevented signatory na- 
tions from officially participating in 


more than one world’s fair in the 
same year. Inasmuch as the Ger- 
man Railways offices on the Pacific 
|\Coast have been active in advertis- 
ing and promoting tours to Ger- 
many direct from the San Francisco 
|port, it was expected that any ex- 
| hibit staged would solely emphasize 
scenic attractions. 


Adams Joins ADA 


Harry L. Adams has joined Ad- 
vertising Distributors of America, 
New York, in an executive capacity. 
He was formerly division sales man- 
ager for Borden Company, New 
York; vice-president and general 
manager of Pin Money Products, 
Richmond, Va., and district man- 
ager in charge of sales and adver- 
tising for the Kellogg Company, 
Battle Creek. 


Muzak for Radio Tests 


Muzak Corporation, New York, 
has made its new sponsored net- 
work available to advertisers and 
agencies for pre-testing audience 
reactions to radio programs. Pro- 
grams under test will not be identi- 
fied, but will be presented only at 
specified times, enabling sponsor’s 
representatives to make personal 
observations as to audience recep- 
tion. 


Dowd Forms New Agency 


John C. Dowd, Inc., has been or- 
ganized as a Boston advertising 
agency to succeed Dowd & Ostrei- 
cher, with offices in the Park Square 
bldg. Mr. Dowd is president of the 
new agency, with Dwight W. Nor- 
ris and C. B. Meagher as account 
executives. 
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national coverage, the 


Blue has set up an economy discount schedule. 
‘an now buy the splendid Basic Blue Net- 
work plus valuable supplementaries, at rates 
that permit coast-to-coast coverage for very 


litle more than the cost of the Basic alone. 


office will be glad to 


you the whole story. Better Buy Blue! 
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Check List for a 
Research Appraisal 
Offered by Four A's 


Fourteen Questions 
Suggested as Guide to 
Preparation 


New York, Dec. 1.—Advanced as 
an aid to development and presenta. 
tion of research studies, a 14 point 
check list, titled “Standards for Ap. 
praising Market and Advertising 
Research,” has been issued by the 
American Association of Advertising 
Agencies, under the direction of its 
committee on research. 

The present study represents a 
modification of standards first form. 
ulated in 1934 and is designed to 
conform to the many new research 
techniques which have come into 
use since that time. 

It urges consideration of the fo]- 
owing questions, prior to use or pub- 
lication of research studies: 

Who made the survey? Does the 
title indicate exactly the scope of the 
survey? This question is broken 
down into 12 classifications, cover- 
ing such information as the reason 
for making the study and who 
financed it. 

Further questions are: Is the sam- 
ple a representative cross section? 
Is the sample large enough? Are 
percentages figured for groups or 
classes that contain too small a 
number of instances? Are percent- 
ages of increase figured on ample 
bases? 

Was information obtained by 
mailed questionnaires? Is casual re- 
lationship attributed to one single 
factor, when other contributing fac- 
tors are present? If questionnaires 
were used, were questions such as 
to yield fair and adequate answers’ 
Was information gathered of such a 
nature that the memories of the peo- 
ple interviewed might have resulted 
in inaccuracies as to fact? 

Can type of information obtained 
(either by interview or by mail) be 
relied on as accurate? Have any 
original or unique statistical devices 
been employed? Are charts mis- 
leading? 

L. D. H. Weld, McCann-Erickson, 
is chairman of the Four A’s research 
committee which issued the study. 


Joslin Succeeds Weston 
in du Pont Post 


Theodore G. Joslin has resigned 
as president of the Wilmington 
News-Journal Company, to be- 
come director of public relations of 
E. I. du Pont de Nemours & Co. 
Wilmington. He succeeds Charles 
K. Weston, public relations director 
of du Pont for 23 years who will 
remain with the company in an ad- 
visory capacity. 

Henry T. Claus, former editor-in- 
chief of the Boston Evening Tran- 
script, has been named to Mr. Jos- 
lin’s former position as president of 
the Wilmington News-Journal Com- 
pany. 


Diggs Appoints McC-E 
The Buenos Aires office of Mc- 
Cann-Erickson has been appointed 
to handle -advertising of White 
Horse whisky; Gordon’s Dry Gin 
Americano Cancia; Canadian Club 
Masawattee Tea; Tio Peps Sherry 
Lord Logan whisky; Lyle’s Golden 


|syrup; Morton’s Tinned Products 


Allenbury’s Food; Spalding Golf 
Balls; Bobby Jones’ Clubs; Ru-Mar! 
rheumatism medicine, and Marv 
Tonic, all represented in Argentina 
by Wilfred Diggs & Cia. 


—— ———— 


SEASONED SALES ——— 
AND ADVERTISING EXECUTIVE 


Sound judgment based on 22 years 
executive experience with four of 
America’s largest merchandising 
corporations. Intimately familiar 
all phases of PROMOTION 

CREATIVE ADVERTISING — 
MERCHANDISING — DISTRI- 
BUTION. Knows many lines o! 
merchandise. Can produce, direct, 


or serve in counsel capacity. Seeks 
new connection leading agency of 
manufacturer. Age 43, miarrie®, 
Gentile. Write Box 1586, Adver- 


a 


oi 


tising Age, Chicago. 
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ADVERTISING AGE 


New Copy Testing Idea 
Offered to Advertisers 


Restaurant 


Management Inaugurates 


Advertising Advisory Council to 
Help Advertisers Plan Campaigns 


New York, N. Y., Nov. 28.—RES- 
TAURANT MANAGEMENT, lead- 
ing business magazine for restau- 
rant operators, announces a novel 
idea to assist advertisers in plan- 
ning more constructive campaigns 
to the field through the medium of 
its advertising pages. The publica- 
tion has set up an “Advertising Ad- 
yisory Council for Restaurants” 
which is composed of 44 of the lead- 
ers of the far flung restaurant in- 
dustry. 

The idea was born some time ago 
when several of the magazine’s ad- 
vertisers asked the editors what 
they thought of certain pieces of 
copy. The editors gave their opin- 
ions and thereupon sent the copy to 
several operators for their reactions. 
Advertisers welcomed the criti- 
cisms, the publication asserts, and 
report that the suggestions have 
helped them plan more construc- 
tive programs. 

These preliminary experiments 
finally lead the publishers to be- 
lieve that this sort of service was 
one that was very much needed in 
the field. The Advertising Coun- 
cil was made up from members of 
the publication’s Editorial Advisory 
Staff. It numbers 44 outstanding 
restaurant operators throughout the 
country. 

The procedure in testing copy for 
restaurants will be simple. The 
advertiser will be asked to submit 
proofs of the advertisement he is 
planning to use in sufficient quanti- 
ties so one proof may be mailed 
to each of the members of the coun- 
cil. The proofs will be sent with a 
special form on which he can in- 
dicate his criticisms. After reading 

the ad and making his criticisms on 
the form, he will return it to RES- 
TAURANT MANAGEMENT. He 
will be asked not to sign the form 
so that the stated policy of not re- 
vealing individual opinions given 


strictly confidentially may be rigidly 
adhered to. 

After the replies have been re- 
ceived, RESTAURANT MANAGE- 
MENT will prepare a special report 
giving a complete tabulation of the 
replies and also summarizing the 
criticisms into concrete suggestions. 
This service will be offered to only 
those advertisers in RESTAURANT 
MANAGEMENT running regular 
campaigns. The publisher will in- 
augurate this new service for ad- 
vertisers in January, 1939. 


Meal 
Planners ? 


An outstanding general 
consumer magazine esti- 
mates that its readers “plan 
over 2,000,000 meals a day.” 

It is estimated that 3,- 
500,000 meals per day are 
planned by the subscribers 
of RESTAURANT MAN- 
AGEMENT. This latter 
group can be reached at 
1/10 the cost of reaching 
the general consumer mag- 
azine “meal planners.” 


RESTAURANT MANAGEMENT may 
be purchased in combination with either 
or both HOTEL MANAGEMENT, the 
leading monthly methods magazine in the 
hotel field, and HOTEL WORLD-RE- 
VIEW, the only national news-weekly in 
the hotel field. 


AHRENS PUBLISHING CO., Inc. 
HOTEL MANAGEMENT 
HOTEL WORLD-REVIEW 

RESTAURANT MANAGEMENT 


222 E. 42nd St., New York City 
333 N. Michigan Ave., Chicago 


(Group Rates on Request) 


Publishers Issue 
Monthly Bulletin 


for F.S.E. 1. 


Restaurant Management 
Advertisers Will Also 
Receive Bulletin 


New York, N. Y., Nov. 28.—The 
newly formed and already power- 
ful association of food _ service 
equipment jobbers, called the “Food 
Service Equipment Industry, Inc.,” 
will receive active support from 
RESTAURANT MANAGEMENT 
during 1939 in at least one form—a 
monthly news bulletin. The bulle- 
tin will be published by the maga- 
zine in conjunction with its monthly 
service to advertisers, “Little Visits 
With Famous Hosts,’ which con- 


smashing campai 


reci 
tains important sales leads for ad- gm = featurin gn in REgTpaste’ UP, by a toker’s 
vertisers such as new restaurants, Plugging cher logan “Long ProxAN NAGS Mies 
restaurants remodeling, new ho- _. Ie Result: Entire” ishes That Sell” = 
tels, remodeling, etc. grows 8, inquiries crop MOved wi 
“The Food Service Equipment ceasf a Stack-Goble wed Case price months: 
Jobber,” as the bulletin is to be nnually sess Paper oun Cy Says, “One held firm for 


called, will contain news of the 89 
member firms of the F.S.E.I. The 
firms which comprise this member- 
ship represent, it has been esti- 
mated, approximately 85 per cent 
of the total business in the industry. 
Regular R. M. advertisers will re- 
ceive this bulletin each month. 


3. Has highest renewal rate. 


such 
subscriptions. 


6. Has highest subscription rate. 


. Reaches more commercial restaurant oper- 
ators than any restaurant publication. 


. Has not the largest total circulation. 


1) 18. Does not use any puff publicity articles. 


[) 19. Sells annually more than 35,000 books to 


food executives, 


[] 20. Editors review in excess of 100 new books 


4. Uses books, booklets, articles, and other 
idea-creating premiums in selling 


. Secures more than twice as much circula- 
tion through mail as nearest competitor. 


in} be 
e 
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. Does not carry largest volume of adver- 


tising (margin of difference small and de- 
clining). 


Does not sell less than quarter page space. 


. Oldest publication in the restaurant field. 
. Has largest circulation in its history. 
. Editorially directed at large restaurant 


operators. 


. Ross Federal survey reveals it favorite of 


big restaurant operators in 37 largest cities 
(250,000 population and over). 


. Prints more ideas on menu suggestions, 


floor plans, recipes, window displays, per- 
sonnel, training, book reviews, and bever- 
ages. 


. Prints less information on accounting and 


new merchandise than other restaurant 
publications. 


. Runs more photographs. 
. New rates based on 12,500 guarantee but 


have delivered in excess of 16,000—Ist six 
months 1938. 


. Pays professional writers top rates and 


when articles are bought—not wh - 
lished. . o_o 


C) 23. 


C24. 
Cj 25. 


annually. 


(1) 21. Edited by people who have been or are in 


restaurant business. 


(0 22. Has distributed more than 250,000 quantity 


recipe cards to industry. 

Editors visit at least 100 different restau- 
rants each month. 

Only paper in field printed on coated stock. 


Guided in editorial program by 86 a 
restaurant operators through LEditori 
Advisory Staff. 


. Won last award given by Associated Busi- 


ness Papers for outstanding editorial ap- 
pearing in business press. 


. Editor Dahl, author of two standard text 


books for industry “Kitchen Management” 
and “Restaurant Management” both pub- 
lished by Harper & Brothers. 


. Maintains in its offices permanent display 


of advertised products. 


. Offers complete list service for direct by 


mail advertising. 


. Has done merchandising surveys for fees 


as high as $3,500. 


. Offers complete copy and merchandising 


service. 


. Is published by largest organization in 


country publishing institutional magazines. 


. Works closely with National Restaurant 


Association. 
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Harvard Study Urge 
New Program fo 
Guide Consumers 


x ls First Release in Study 


tising 
7 Pe Boston, Dec. 1.—A seven phase 
“fie program to improve “existing un- 
satisfactory methods” of testing 


articles to guide consumers in their 
- purchases was projected here last 
bee week in a study released by Har- 

“a vard University. 

This volume, “Merchandise Test- 
og ing as a Guide to Consumer Buy- 
ing,” is the first to appear in a broad 
pie Sg study launched in 1937 on the eco- 
nomics of advertising. Research is 
being conducted by the university’s 
Graduate School of Business Ad- 
ministration with the cooperation of 
the Advertising Research Founda- 
tion. 

A considerable stimulant to the 
start of the program last year was 
a $30,000 gift by Mrs. A. W. Erick- 
son, wife of the former chairman of 


z 50,000 


| WATTS 
Wis The Travelers Broadcasting Service Corporation 


on Economics of Adver-. 


Representatives: Weed & Company e 


| the board of McCann-Erickson, Inc. 
| Mrs. Mabel Taylor Gragg and Prof. 
| Neil H. Borden, both faculty mem- 
| bers of the graduate school, are co- 
|authors of the volume. 

| A foreword explains, “It is the 
purpose of this study to inquire into 
'the problems inherent in merchan- 
dise evaluation and to mark off, at 
least roughly, those limits within 
which goods can be appraised for 
consumers to their advantage and 
beyond which appraisals become of 
small help.” 


Limitations Are Many 


Describing existing methods of 
testing articles as unsatisfactory, 
the study asserts that limitations 
upon evaluation of merchandise for 
ultimate consumers are many and 
grave. 

According to the authors, the 
seven things which can be done for 
consumers are the development of 
(1) identifying classifications of 
merchandise, (2) classifications 
which tend to reduce the variety 
of goods, and (3) a dictionary of 
understandable terms covering 
product qualities; (4) the preven- 
tion of the manufacture and sale of 
harmful and fraudulent merchan- 
dise; (5) the preparation and pub- 
lishing among consumers of funda- 
mental facts regarding the char- 
acter, use, and care of various types 


WTIC 


New York 


TESTIMONIAL COPY WITH A PUNCH 


A Honeymoon Without Chains 


In the Worst Storm Since 1888! 


NEW HOFFMAN HOTEL | 
Bedford, Pa. 


November 24, 1938 
Campbell & Company 


Bigelow Blvd., at Bloomfield Bridge, 
Pittsburgh, Penna. 

Attention: Benny Winkler 

Dear Benny. 


| 


I passed all makes of cars with and without chains 
that were stuck on the hills, as well as at least a dozen 
wrecks. At the worst turn going up Laurel Moun- 
tain there was one car against the guard rail and the 
car coming down the hill tried to stop to let me go up 
as I had the right of way—he started to slide, I 
stopped quick, then when he hit the fence I started 
again and before I reached the top of the hill I was 


You can show this note to anyone you wish to if it, 4ing ‘'50""—'' Without Chains.” 


will help to sell the new type General tire. Since no! 


one asked me to write you it is ungolicited. 


The snow here is 6'’ deep. Taking all into con- 


sideration and the fact that I drove 99 miles in only 


When I left Pittsburgh this afternoon I was a 2 hours and 25 minutes to get here you can see how 
little dubious as to how far and well I could travel the Two-in-One tires held even on as light a car as 
over the dangerous streets and highways. I had no Mine. And when I return I'll be an ‘‘old” married 


trouble at all even in stopping or starting up o-down ™4n! 


a hill, no matter how steep, I did not slide the wheels.| 


Yours 'til I need chains, 
P. W. BECK 


James P. Campbell, Pittsburgh distributor of General tires, uses this homey 
testimonial copy in behalf of the new Two-in-One line, which is said to eliminate 


the need for chains even on icy surfaces. 


customers supplements 


of goods; (6) the support of basic 
research aimed at the improvement, 
rather than the evaluation, of prod- 
ucts; and (7) the encouragement of 
improvements in business methods 
and the growth of pride in business 
integrity. 

On the subject of grade and 
quality standards for consumers’ 
goods, which has received consider- 


@ No matter what he sells, every 
advertiser is hoping to sell more of 
it—and more profitably in 1939. To | 
each and every one we wish a full 


The series of letters from satisfied 
regular product copy. 


able attention of late, it is asserted 
that these devices may tend either 
to raise or lower the satisfactoriness 
of merchandise on the market, the 
particular effect depending upon the 
soundness of the standards and the 
adequacy of their revision. In any 
event, it is believed to be easy to 
exaggerate their probable effect on 
merchandise quality, that such 
grade standards and quality speci- 
fications can be valid only in a 
fairly limited field of merchandise, 
and that their influence on product 
quality will depend upon the extent 
of their acceptance by consumers. 


Influence Held Speculative 


Since the number of grades and 
specifications for any line of goods 
must be relatively small, they can 
indicate no more than wide quality 
differences. Consumers, conse- 
quently, can be expected to con- 
tinue to distribute their patronage 
on the basis of narrower differentia- 
tions. The value of the standards 
to consumers would appear to de- 
pend chiefly upon their influence in 
simplifying selection, by indicating 
broad product classes, and their in- 
fluence upon price, rather than upon 
their effect in improving the quality 
of merchandise. The probable in- 
fluence of grade standards and 
standard specifications in lowering 
prices is a matter of speculation, the 
study comments. 

This Harvard study is one of the 
first to give prominent academic at- 
tention to the growing consumer 
movement. In outlining the objec- 
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Member NBC Red Network and Yankee Network 
Detroit 


tives of the work, the authors ex- | 
press a belief that the demand 
among consumers for some means 
When it comes to products on sale | of forecasting intelligently the satis- 
in the stores and showrooms of | faction which merchandise will give 
Southern New England, we have a| them in service is the natural re- | 
more concrete suggestion to make. Sponse to the tremendous increase | 
in the variety and complexity of | 

We believe your plans for 1939 will| g00ds offered by our _ industrial | 
prove more fruitful—and impress- | civilization. ; 
ively so—if they include WTIC. The | Merchandise ratings or other ob- 
most impressive reason for our con- | jective evidence as to merchandise 
fidence is WT1C’s consistent rating | , anaes, wd held, are — _— 
: k F : ,manded widely as necessary aids to 

as first choice with both listeners | people faced by an array of com- 
and advertisers in Southern New! modities, the merits and shortcom- 
England. 


measure of success. 


| 


ings of which cannot possibly be 
discovered by inexpert examination 


‘tener P , 
FIRST a ‘id Popularity) at time of purchase. Business is 
| te Ue . £08 3 . . 
7 being criticized for its failure to 
In Number of Network | 


provide the desired evidence; and, 
according to the authors, opposition 
on the part of business will be both 
|Shortsighted and futile. The ques- 
'tion, they indicate, is not whether 
consumers should have factual, ra- 
tional guidance in purchasing, but 
rather how, and to what extent, it 
can be supplied. 


Advertisers 


In Number of National 
Spot Advertisers 


Far better than any other statis- 
tics, this record shows that WTIC 
can be a real help in lining up your 
product for better sales in Southern 
New England. 


Ohlandt Heads 
Grocery Store Products 


B. C. Ohlandt, formerly general 
sales manager of R. B. Davis Com- 
pany, Hoboken, manufacturer of 
baking powder, Cocomalt and other 


HARTFORD, 
CONN. 


ident and general manager of Gro- 
cery Store Products Company, New 
York, whose principal brands in- 
clude Kitchen Bouquet, Foulds’ and 
Golden Age macaroni, spaghetti and 
egg noodles, Jacob and Kennett 


Chicago San Francisco mushrooms and cream of rice 


Mr. Ohlandt has spent more than | 


20 years in the merchandising of 
food and allied products. He was 
formerly with Thomas J. Lipton, 


Inc., and joined the Davis company 


in 1923. 


products, has been appointed pres- | 


_ tisement.) 


Special Board for 
Advice on Labeling 
Sought by NRDGA 


Files Request with U. S. 
Department of Agri. 
culture 


New York, Dec. 1.—Establishmen; 
of a board to advise manufacturers 
of foods, drugs, and cosmetics as tp 
proper labeling was suggested by the 
National Retail Dry Goods Associa. 
tion in a brief filed this week with 
the Department of Agriculture. An. 
other NRDGA suggestion in connec. 
tion with the administration of the 
new federal food, drug and cosmetic 
act is that manufacturers be permit- 
ted to file guarantees with the de. 
partment as to representations made 
for their products. 

The NRDGA urged that the law 
be administered “in such a manner 
as will insure adequate and proper 
enforcement at the minimum possi- 
ble expense to industry.” 

In advocating the advisory board, 
the association said that many fea- 
tures of the law are new and un- 
tried and may be expected to lead 
to differences of opinion as to their 
application. Manufacturers may be 
put to unnecessary expense unless 
some agency for advice is set up, 
it was added. 


Called Service to Industry 


The NRDGA brief said: “We be- 
lieve that the Department of Agri- 
culture can offer no greater service 
to the food, drug, and cosmetic in- 
dustry than that which would be 
afforded by the establishment of a 
board whose duty it would be to 
consider and advise with respect to 
all labels or labeling required under 
the provision of the act. 

“We realize that the department 
cannot judge, in advance, possible 
violations or interpretations of the 
act. What we suggest does not en- 
tail the assumption of any respon- 
sibility by such a board or a final 
decision as to the legality or illegal- 
ity of such labels or labeling.” 

The brief explained that such a 
plan embodies the voluntary sub- 
mission by a manufacturer of the 
text and design of a proposed label, 
| ogether with a statement of possible 
| onsequences which may result from 
using the product, and obtain sug- 
gestions which the board holds de- 
sirable for compliance with both the 
spirit and letter of the act. 

Other suggestions made by the 
NRDGA included the exemption of 
very small packages from certain 
sections of the act, and the classifi- 
cation of such terms as drugs, cos- 
metics, and soaps. NRDGA also 
asked that the regulations be s0 
drawn as not to require an excessive 
amount of information, thereby 
making a package unsightly and the 
product less decorative. 


CONSUMER APPEAL 


PRACTICAL BUILDER'S 70,000 building 
contractor readers provide manufacturers 
most direct method of contact at lowest 
cost with largest bona fide list. (Adver- 
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December 5, 1938 


ADVERTISING AGE 


How Fast Can You Say, 


“Make Mine a Lemonade!” 


READING TIME...1'/2 SECONDS 


Prize-Winning Poster Flashes One of the 
Fastest Selling Messages on Record 


“A swift idea, swiftly told,’ is the formula 
for outdoor advertising that sed/s. 

Sunkist puts the formula to work in a 
poster design that wins the acclaim of 
America’s foremost outdoor advertising 
experts. It’s one of a series of 1938 Sunkist 
posters that have everything needed to sell 
on America’s streets and highways. Stripped 
and streamlined for action, these advertise- 
ments strike with lightning impact... and 
strike deep. They're geared to today’s fast 
pace in selling... hence they sedi. 

Lord & Thomas is happy to number 
Sunkist among its many clients who use 


outdoor advertising effectively. To serve 


these clients we have built a completely 
equipped Outdoor Advertising Department, 
with a personnel trained in the outdoor 
medium, thoroughly acquainted in the in- 
dustry and able to win the closest coopera- 
tion of outdoor plant operators. This 
service is so comprehensive that clients 
think it without peer in the advertising field. 

Lord & Thomas Outdoor Service stands 
on a par with its Radio and Publication 
departments. It holds an important place in 
the typical Lord & Thomas program... 
a program that welds the three great media 
... printed page, poster and radio...into a 


concerted drive to win nation-wide markets. 


ovTDOO 


asked SUNKIST__ 


: 


a. ee tee ae oe 


a 


Designed by Tom Ryan 


ts 


R ADVERTISING ART 


Look for other posters of these 


Lord & Thomas clients 


Adohr Milk Farms 

American Tobacco Company 
Armour and Company 

California Fruit Growers Exchange 
Cities Service Co. 

Commonwealth Edison Company 
Delco- Frigidaire 

Frigidaire 

Liebmann Breweries 

M. J. B. Co. 

Peoples Gas Light and Coke Company 
Pepsodent Co. 

Rainier Brewing Company, Inc. 
RCA Manufacturing Company, Inc. 
RKO Radio Pictures, Inc. 

Schenley Distillers Corporation 
Southern Pacific Lines 

Table Products, Inc. 

Tide Water Associated Oil Company 
Union Oil Company of California 


LORD & THOMAS » advertising 


There are Lord & Thomas offices in New York; Chicago; Los Angeles; San Francisco; Toronto; Paris; London 


Each office is a complete advertising agency, self-contained; collaborating with other Lord & Thomas offices to the client’s interest 
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ADVERTISING AGE 


December 5, 193g 


American Wine 
Industry Looks fo 
New Era Ahead 


3-Year Joint Drive Aims 


to Step Up Per Capita 
Consumption 
San Francisco, Nov. 29.—A new 


era for American wine is envisioned 
by the grape and wine industry this 
winter with the launching of its 
first united advertising and trade 
promotion campaign. After allow- 
ing wine to find its own markets 
among an uninformed trade and 
public for five years since repeal, 
vintners are undertaking the long- 
delayed task of presenting their 
product to America as a table bev- 
erage and food accompaniment. 
Financing, the hurdle which has 
tripped the industry repeatedly in 
previous attempts to initiate educa- 
tional programs, has been solved 
under an agricultural marketing or- 


der issued by the California De- 
partment of Agriculture. The mar- 
keting order for wine was voted 


eA pense ° 


business 


Pacitie Coast 


100 E. Ohio Sr., Chicago — 


representatives: Don 


this fall by California vintners rep- 
resenting nearly 90 per cent of the 
industry by volume. With the ap- 
proval of the Director of Agricul- 
ture under the California Marketing 
Act of 1937, the order is made 
effective upon the entire industry 
in California. 

Since this state produces over 90 
per cent of the nation’s wine, and 
the program’s principal objective is 
to popularize wine, it is expected to 
benefit producers in all grape- 
growing states. 

Final details of the campaign are 
now being worked out and advertis- 
ing is expected to begin soon after 
Jan. 1. 

The marketing order for wine 
actually became operative Oct. 24 
for a three-year period ending 
in 1941. On Oct. 24 all bonded 
wineries and bonded storerooms in 
California began paying to the State 
Department of Agriculture a special 
assessment on all wine prepared for 
market on their premises to finance 
the advertising campaign. The 
assessments are three-fourths cents 
per gallon on dry wine, one and 
one-half cents per gallon on sweet 
wine, and three cents per gallon on 
grape concentrate. This will raise 
a total of approximately $2,000,000 
in three years. 

Although the revenues 
in November are small 


received 
because 


ales Opportunity for You 


This Thanksgiving tray. illustrated in the November issue of HOSPITAL 
MANAGEMENT. greeted patients at De Paul Hospital. St. Louis, last week. 

To them it meant a weleome, cheerful break. a reminder of the holiday 
season, and a bit of amelioration for sickness and suffering. 

To the hospital's dietetic staff iti meant additional work and additional 
.. but work and expense that were well worth while. 

And to those who sell foods and foodstulls, table wear, linen. trays. silverware. 
glassware. pots. pans. ranges. dishwashing machines. mixers, broilers. and the 
thousand and one things that are part of the preparation of more than 3.000.000 
meals a day in America’s hospitals. this tray stands as symbol of business — big 
easily accessible. beeause it is concentrated in a few thousand units. 

HOSPITAL MANAGEMENT, with the largest and most complete food 
service department of any publication in its field. and with a reeord of more 
than 20 years of practical service to hospital administrators, is in a peculiarly 


strategic position to help you get your share of this vast food market. 


Flospita] Management 


The National Magazine of Hospital Administration 


330 W. 42nd St., New York 


Ilurwas A Co... Los Angeles 


REPEAT PERFORMANCE 


like the Winnsh of a Thack Event 


A OUMORE HAS THAT EXTRA SOMETHIAG™ 


THE OUMORE COMPANY . CEPT. 108-6 RACING Wis 


FoR ative Roww 

Dumore Company, electric motor manu- 
facturer of Racine, Wis., scored so suc- 
cessfully with a campaign stressing the 
“plus performance” of its line, that it 
has reprinted the advertisements, one of 
which is shown above, for distribution in 
book form. Western Advertising Agency 

has the account. 


they cover movements only in the 
last week in October, sufficient 
funds will be received in December, 
on the heavy November’ wine 


Ask us 


and San Francisco 


diy 


movement, to _ start 
shortly thereafter. 

The program should give special 
impetus to wine use next spring and 
summer, and should increase the 
normally slack wine sales in these 
“off” seasons, according to H. A. 
Caddow, secretary-manager of the 
Wine Institute, of this city. Admin- 
istration of the program is in the 
hands of a wine advisory board of 
15 members appointed by the Di- 
rector of Agriculture. This board 
elected as its chairman Albert 
Haentze of Evergreen, one of Cali- 
fornia’s most widely-known vint- 
ners. 

An advertising agency will be 
chosen during the next few weeks. 
Although the industry is agreed 
that its task is to present wine to 
America as a table and home bev- 
erage, no decision has been made as 
to kinds of advertising or as to 
media. Vintners have been invited 
to offer suggestions to the advisory 
board. 

“Enthusiasm about the educa- 
tional program is general through- 
out the industry, among growers, 
vintners, distributors and retailers,” 
said Mr. Caddow. “Consumers, ad- 
vocates of temperance, legislators 
and beverage administrators na- 
tionally are optimistic for its suc- 
cess. 

“They recognize that wine’s gains 
in the United States since repeal— 
such as the phenomenal 136 per 
cent increase in consumption to an 
all-time record of 66,514,000 gallons 
in 1937—have been achieved thus 
far virtually without advertising. 
Domestic wines have had to sell 
themselves, helped only by a little 
catch-as-catch-can promotion and 
merchandising. What the American 
buying public has learned about 
wine since repeal it has learned 
largely because of its interest in and 
natural acceptance of wine. As 
much misinformation as fact has 
been spread about wine. The op- 
portunity to obtain results from 
aggressive advertising and _ trade 
promotion is obvious. Merchandis- 
ing authorities believe wine has the 
greatest marketing opportunity 
ever opened to an American farm 
product. 

“Equally important, the campaign 
is timed with the ‘new deal for 
wine consumers’ created by the 
amended and = strengthened wine 
quality standards which the Federal 
Alcohol Administration will make 
effective nationally in February, 
1939. These new regulations are 
designed particularly to eliminate 
adulteration and misbranding of 
California wines in various parts of 
the country and to assure consum- 
ers a uniformly sound and reliable 
product. Properly enforced they 
should remove one of the principal 
obstacles encountered by American 
Wine consumers in the past five 
years.” 


advertising 


Potentialities Are Large 


The potential United States wine 
market has scarcely been scratched, 
Mr. Caddow said. While leading 
wine-drinking countries like France 
and Italy consume from 30 to 45 
gallons per capita annually, and 
California uses more than 3 gallons 
per capita, the American national 
average consumption (including 
California) scarcely exceeds one- 
half gallon. If the California aver- 
age were reached in the rest of the 
country, national wine use would be 
increased 500 per cent. 

The industry is considering care- 
fully the French government's suc- 
cess in advertising wine with 
meals, the French slogan being “A 
meal without wine is 
without sunshine!" Louis Pasteur’s 
words, “Wine is the most healthful 
and most hygienic of all beverages”: 
the Biblical admonition to 
little wine for thy 
the praises of wine sung by poets, 
and artists throughout the 
the medical profession’s pre- 


like a day 


“use a 
stomach’s sake”: 


kings 
ages; 
scription of wine for a thousand ills, 
are parts of the 


vast store of ma- 

terial of which the industry may 
make use in its educational program. 
It is also pondering the thoughts 
expressed by Federal Alcohol Ad- 
ministrator W. S. Alexander, who 
has said that “this country needs 
good, cheap culinary wine and 
that wine’s great opportunities are 


— 


Kettering Urges More 
Projects (But Not WPA) 


Chicago, Nov. 29.—Charles F 
Kettering, vice-president f 
General Motors Corporatio;,. 
drew applause here last wee 
when he told the Chicago A 
ciation of Commerce that, con- 
trary to the opinion of more 
pessimistic prophets, the in sy:! 
ficiency rather than plenti‘ude 
of technological projects w.s a 
major cause of unemploym at. 
“Intelligent ignorance,” he s jd. 
“is the best requirement (or 
research.” He classified the  «t- 
ter as “a state of mind in wh ch 
you are trying to find out w! + 
you’re going to do when ,., 
can’t do what you're doiig 
now.” 


4 


as a cooking ingredient, as a ‘al 
beverage and as a contributicn + 
‘the art of gracious living.’ ” 

The industry has found an a' y jp 
an unexpected quarter in layi) ¢g jts 
promotion plans. The country’s 
temperance organizations are said 
to be ready to cooperate in the pop- 
ularizing of wine, on the theory that 
wine drinkers are seldom drur - 
ards. 


Q 


Cuban ‘Tobacco 


Growers Press for 
More U. S. Sales 


New York, Nov. 29.—Sampling 
on an extended scale will be em- 
ployed by Cuban tobacco growers 
in a drive to increase consumptien 
of Havana Cigars in this country, 
was disclosed last week. Promotion 
will also include advertising in 
magazines and newspapers. 

Lhe campaign, sponsored by ‘he 
National Commission of  Propa- 
ganda and Detense of Havana o- 
bacco, was formally launched at 
dinner in the Hotel Astor 
Sindicato de Publicidad 
cional, Havana, is handling tix 
account, with Joshua B. Powers, 
Inc., acting as New York represt 
tative. 

Sampling will be carried on 
mail direct from Havana. Seve. 
thousand packages, each contai 
three 25-cent cigars, will be shi; pes 
to prominent clubmen in this c, 
Philadelphia and Washington. J 
stitutional copy will be used 
newspapers in these cities and |! 
magazine list will include For 
The New Yorker, and Time. ftv. 
business papers will also be us 

The campaign will continue 
the remainder of the year. 


here 
Intei. 


Trace Hickey-Freeman 
Advertising History 

The 39-year-old advertising his- 
tory of Hickey-Freeman clothes ! 
related in “Advertising Facts N 
10,” latest promotional release 
the Bureau of Advertising, Amer- 
can Newspaper Publishers Associa- 
tion. 

Cooperative advertising in news 
papers is credited for the growl 
of a strong dealer organization 


Selvage On Own 
James P. Selvage has resigne4 
director of public relations ot ui 


National Association of Manufac- 
turers, New York, to establish hls 
own public relations organizawo! 


on Jan. 1. He 
serve the 
visory 
affairs 


will continue © 
Association in am a@ 
capacity on public relauo! 


Joins Farm Group 
Hawaii Farm 
lulu, has been included for odv¢ 
tising representation in Associatee 
Farm Papers. All Associated Far™ 
Papers will represent the pa} oo 
cept in California where Fa King 
Watts, direct representative 
Francisco, will continue 


and Home, 


Campaign for Mono-Ski 


A winter campaign for Mono->*) 
combination sled and _ ski, be 
scheduled in Country Lif The 
New Yorker. The Spur, T' é 
Country and business pap . by 
Flier] Products Company, Bul 


Tyler Kay Company, Buffalo un 
agency. 
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December 5, 1938 


ADVERTISING AGE 


Annual FIC Report 
Shows Emphasis 
on Drug Field 


Total of 625 Advertising 
Cases Closed in Year 


Ended June 30 


Washington, D. C., Dec. 1.—Drug 
and drug product advertising con- 
tinues to be the classification most 
l'-elv to come under scrutiny of the 
Feceval Trade Commission, it was 
indicated today in the annual re- 
pc. [or the year ended June 30. 

"ae section on newspaper, maga- 
»oe and radio advertising outlines 
‘'- procedure followed by the radio 
and periodical division, the volume 
of work done in the past year and 
offers a compilation—for the past 
four years—of the commodities 
named in advertisements marked 
for investigation. 

Analysis of 105,962 questionable 
commercial radio continuities and 
55 ‘63 questionable published ad- 
‘orisements in 12,759 prospective 

erising cases during this period 
showed that 30.5 per cent of the ad- 
vertisements for drugs, drug prod- 
ucts, drug component preparations 
and alleged remedies were marked 
for investigation. 
reentages for other commodi- 
es were: Food products and bever- 
ages, 6.8; cosmetics and toiletries, 
6.1: health devices et al, 5.3; com- 
modity sales promotion plans, 
agency and employment offers and 

. ialty, novelty goods advertis- 
ing, 14.9; correspondence courses, 
stamps, coins, astrological data, 
books and similar mail order offers, 

}: automobile, radio, refrigerator 
and other equipment lines, 9; and 

iscellaneous, 14.9. 


Stipulations Total 383 


i.is table does not show the final 
disposition of these particular cases. 
The report does state, however, that 
‘“e year ended June 30 the FTC 
. questionnaires to advertisers in 
cases, negotiated 383 stipula- 
us, and settled and closed by its 
us methods of procedure a 
1 of 625 cases. A total of 414 

»* were pending on June 30. 
- report also re-emphasizes the 
S position as a censor, rather 

‘a dictator. 

its examination of advertis- 
it is asserted, “the Commis- 
only purpose is to prevent 
and misleading interpretations. 
.. does not undertake to dictate 
what an advertiser shall say, but 
rather indicates what he may not 
say under the law. Jurisdiction is 


1 


mere private controversy.” 

he FTC also expresses thanks 
lor the cooperation received from 
publishers and broadcasters, com- 
menting: “In general, the Commis- 
‘ion has received the helpful co- 
peration of nationwide and re- 
gional networks and _ transcription 
producers, in addition to that of 
commercial radio stations, newspa- 
ind magazine publishers, and 
vserved an interested desire on 
part of such broadcasters and 
hers to aid in the elimination 
lse, misleading and deceptive 
ertising.” 


Magnitude of Task 


report points out the im- 
Dility of reviewing continu- 
‘sly all copies of some 20,000 pub- 
ns. During the past year, the 

t adds, the FTC procured 524 
tons of representative news- 
Ss of established general circu- 
and 907 editions of magazines 
‘erstate distribution, represent- 


“8 @ combined circulation of 117,- 
1.539 


an 


Ar 
i 


these publications, 129,075 ad- 
ements were examined, with 
) of this group found to con- 
llegations that appeared to be 
r misleading. 
) disclosed is establishment of 
fidential file listing principal 


of false and misleading ad- 
sements. 


are 


This data, accumu- | 


lated from previous review of copy, 
is segregated as to type of magazine 
and geographical location of news- 
paper. 

The FTC’s systematic review of 
radio advertising includes four calls 
a year to individual radio stations 
for commercial scripts used cover- 
ing a specified 15 day period. Na- 
tional and regional networks re- 
spond on a continuous weekly basis, 
with transcription producers sub- 
mitting monthly returns of typed 
copies of commercial portions of all 
recordings. 

More than 1,000,000 pages of 
typewritten radio script were re- 
ceived by the FTC during the year, 
of which 885,857 pages were read 
and marked by the radio and peri- 
odical division. An average of 2,905 


NEW AYER OFFICERS 


Thomas H. Gilliam, Jr. (left), and James 
M. Wallace, recently elected vice-presi- 
dents of N. W. Ayer & Son, in charge 
of service and plans-merchandising, 
respectively. 


working day. 


pages of radio script were read each 


From this material, 22,959 com- 


mercial broadcasts were marked for 
further study as containing repre- 
sentations that may have been mis- 
leading. 

A confidential file, similar to that 
on magazines and newspapers, list- 
ing principal sources of false and 
misleading advertisements, has also 
been compiled for radio advertising. 


Worldwide Price Index 
Started by G-M 


Compilation of the first weekly 
world commodity price index has 
been undertaken by General Motors 
Corporation in conjunction with 
Cornell University. 

The index will cover about 40 
commodities and will be released 
every Monday. Prices will be ad- 
justed to a common gold basis. 


Brooks in New Post 


John G. Brooks, formerly assist- 
ant to the president of Zenith 
Radio Corporation, Chicago, has 
joined Tracy-Wells Company, Co- 
lumbus, O., as head of the Com- 
mercial Expansion Institute, the 
sales contest and premium division. 


Hold Radio Institute 


The first annual California In- 
stitute of Radio was held recently 
in Los Angeles under sponsorship 
of the University of Southern Cal- 
ifornia, with John M. Dolph, as- 
sistant manager of the CBS Pacific 
network, as general chairman. 


Canterbury to Golovin 


Willard B. Golovin, Inc., New 
York, has been appointed agency 
for Canterbury Shops, New York. 


You're a HEADLINE AT TRACTION 


when you 
THE TOP: 


EDWARD PETRY & CO. 


Place your sales message on the station 


with the public's favorite stars ... the 
leading NBC-KFl personalities who 
help you sell the top buying audience 
in the billion dollar third major market. 


bone, ©. Qrthins. Ine 


KFI - LOS ANGELES + KECA 


* National Sales Representative 


* 
The State of KFI is Composed of 
The None Southern Coliforms Countres 


NBC RED NETWORK 
50,000 WATTS 


640 KC 
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Financial Advertising, 1938 


The Commonwealth Edison Com- 
pany took full-page space in Chi- 
cago and New York newspapers 
November 28 to explain its finan- 
cial plans and their effect on earn- 
ings and dividends available for 
common stock. The advertisement 
carried the by-line of James Simp- 
son, chairman of the board, and 
was a full and frank exposition of 
the financial objectives of the com- 
pany, in converting funded debt 
into stock equities, thus improving 
its structure from all standpoints. 

The advertisement was addressed 


to the customers of the company, 
its stockholders and bondholders, | 
and its employes, thus indicating 
an awareness of all of the factors 
involved in the company’s public 
relations situation. Reductions of 
rates which have lowered the cost 


of living to its customers, and in- 
creased taxes which have contrib- 
uted more largely to the of 
government, were properly empha- 
sized in the advertisement. 

This is the kind of financial ad- 
vertising of which we expect to 
see a great deal more in the near 
future. It is not advertising 
signed primarily to sell securities. 


cost 


de- 


Commonwealth Edison has already | 


marketed the new issues created as 
part of the revision of its financial 


istructure. But it is advertising 
|which explains the problems of the 
company in its objectives of ren- 
dering the best possible service at 


ithe lowest possible rates, at the | 


isame time insuring a _ reasonable 
| return to the investors who have 
contributed the capital necessary 
for the company’s operations. 

| In an when public utilities 
lare subjected to criticism 
| many some of it justified 
| but much of it based only on the 
ldesire to substitute government 
ownership for private enterprise in 
this field, the policy of Common- 
wealth Edison in presenting to the 
public the facts regarding its 
erations, written in such a way 


era 


sources, 


Op- 


from | 


as | 


to be readily understood by those | 


financial 
commended. It is 
especially when the 
company makes clear its attitude of 
cooperation with the Illinois Com- 
merce Commission, 
vises public utility 
SEC, 
ferings. 
This is a 
financial advertising which 
many useful purposes. Public utili- 
ties generally would find it worth 
|while to follow the example of 
Commonwealth Edison. 


not familiar with 
tions, is to be 


noteworthy 


opera- 


which super- 
and the 


ot- 


rates, 


which passes on security 


streamlined type of 


serves 


The Pan American Conference 


The opening of the Pan Ameri- 


can Conference in Lima, Peru, on 
Dec. 9 is an event of great im- 
portance. It has business and politi- 
cal aspects that are significant of 
changing conditions. It emphasizes 
the desire of the United States to 
continue and develop. its good 
neighbor policy, and to bring still 


closer together all of the countries 
of the Americas 
Politically the United States has 


stake in maintaining the most 
cordial relationships with Latin 
American countries. German and 
Italian influences are active in that 


part of the world, and it is highly 
important that the the 
United States as a the 
political thinking of this hemisphere 


position of 
leade1 in 


be maintained, without in any way 
uggesting that this country desires 
to exert pressure or to intervene in 
the internal affairs of any Ameri- 
can nation 

But recent developments in 


Asia 
sized the fact that the logical sphere 
of influence of the United States is 
the Americas, and that we have our 
greatest opportunities in strengthen- 
ing the ties of friendship and eco- 


Europe and in have empha- 


nomic relationships with the coun- 
tries to the south 

From the standpoint of business, 
it is obvious that political ties 
always stronger when supported by 
jeconomic relationships. It is to be 
doubted that the United States has 
developed fully its commercial pos- 
America. The 
available to 


are 


sibilities in 
markets 


Latin 


which are us 


are now being developed by some 


European countries, but proper cul- 


tivation by 
that picture 

With bette: 
Pan America 
the Lima conference, 
he United States 
oO win more of 
Latin America 


our exporters should 


change 


sentiment 


sure to be 


among all 
created by 
business in 
? 


should 
trade 


prepare 
, 


which 


| you 


CONSUMER'S DISCRIMINATING EYE 


Advertising Age Mi 
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"| see the P. A. has switched his brand again. 
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Purchasing 


Now personally, | think the old 


style was more artistic." 


Ad-libbi 


ng 


“beautiful, intimate set- 


cae 
Add Another Hog |tion in its 
To the well known hog family, ting. 


including the ancient but still thriv- | 


ing road hog, and the somewhat 


younger oil hog, you can now add 


ithe dust hog, creation of the Pang- 


born Corporation, which 
guessed it) 
“world’s largest 


(no doubt 


manufacturer 


notwithstanding) 


This Guessing Business 

Guessing elections is usually a 
pretty hazardous occupation 
(George Gallup to the contrary, 
but in 
there is an advertising man who 
actually makes his living at it. Guy 
Woolfolk, of the Automotive 
Hoodsyne Company, is the expert, 
and he has been engaged in his 
unique pursuit for three years. As 
the name of the company indicates, 
Woolfolk’s product is a sort of elec- 
tion poster, which attaches to the 
hood of a motor car, and the way 
he operates is this: 

Carefully selecting his localities, 
he makes a study of local condi- 
tions, and decides which candidate 


bills itself as the |S most likely to win. This prospect 
of |'sS then offered a supply of posters, 


|}dust control and _ blast cleaning |to be distributed among his friends, 


equipment.” Pangborn is driving 
hard for business in the process in- 
dustries with its creation, super- 
imposing him neatly over photoe- 
graphs of men at work, as illustrated 
here. Pangborn is’ particularly 
impressed with the dust hog, 
because, they say, he does a very 
fine symbolic job in bringing dust 
hazards to the fore without neces- 
sitating damaging reference to 
harmful hazards. 


Precious Jewelry 
Mary Paynte1 
manager of 


Sharp, advertising 
Blums-Vogue, swank 
Chicago shop, thinks it newsworthy 
that Blum’s has just mailed a 20 
page booklet advertising its collec- 
tion of precious antique jewelry, 
with prices ranging from several 
dollars to several thousands of dol- 
lars, despite the fact that this 
“most difficult” season 
retail shops 

“We do not consider this entirely 
a prestige gesture,” Miss Sharp 
“We believe that with the 
revival of past century fashions be- 
coming such an important trend, it 
is jewelry of this sort which is the 


has 


been a for 


avs 


most wanted, and the hardest to 
find.” 

The booklet, done in one color 
throughout, depends on _ classic 


implicity to put over its message 
And while we suspected that some 
of the shown 
thousands of dollars,” 
known for sure unless Miss 
had told us, because there 
no prices in the booklet, which 
vinds up with a “personal invita- 
tion” to come in to see this collec- 


pieces cost “several 
we wouldn't 
h ive 
Sharp 


are 


|up 
| front 


on the condition that if he does not 
win he does not pay. Woolfolk op- 
erates mostly in small municipali- 


ties, and so carefully has he made | 


his predictions that in only 15 per 
cent of the cases has he failed to 
collect. 


Jottings 

In December True Story, Knox 
Gelatine Company continues tying 
its advertising copy with the 
cover illustration. Prudence 
Hayes is the model who posed for 
the cover and the Knox ad on Page 
51 is a picture-story of an inter- 
view with Miss Hayes, while she 
was being photographed. The in- 
terview? Oh, yes—she keeps slim 


by eating gelatine salads. Knox’s, 
of course . 
J.W.T. has squeezed what we 


hope is the last ounce of publicity 
out of the recent Czech crisis, with 
a yarn about the commandeering 
of all motor cars in Hungary for 
military purposes, with the excep- 
tion of American cars, because they 
eat too much gas. But one day the 
Hungarian chief of staff found it 
necessary to make a trip pronto 
and the best thing he could lay his 


hands on was a Graham Super- 
charger. So impressed was he with 
its economy that he forthwith or- 


dered all Grahams included in the 
take-over order ... 

And to prove that its current 
consumer advertising is really cov- 
ering the public like a tent, the 
Sanforizing division of Cluett-Pea- 
body has mailed a tent to all its 
dealers 


Detroit | 


Information 
for 
Advertisers 


The following documents may be 
secured without charge from com. 
panies sponsoring them, or through 
ADVERTISING AGE, by any national] 
advertiser or advertising agency 
executive writing on his business 
letterhead. 


|No. 1432. 
| tion. 

Continental Can Company has 
issued this handsome brochure 
which dramatizes the use of color 
in modern packaging. More than 
80 fictitious label designs are shown 
for standard products packaged in 
tin, with suggestions for others 
never before packed in a metal con- 
tainer. 


No. 1433. How Over 5 Billion Dol- 
lars Were Spent by Farmers in 
Washington, Idaho, Oregon. 

This Northwestern farm market 
study, based on annual surveys 
from 1924 to 1938, has been issued 
by Pacific Northwest Farm Trio 
Farm income and expenditures are 
tabulated, with percentage of brand 
preference shown for food, clothing, 
drug and miscellaneous products. 


No. 1434. New York World’s Fair. 
This booklet, issued by Street 
Railways Advertising Company, 
pictures the opportunity for adver- 
|tisers offered by transportation ad- 
|vertising during the New York 
| World’s Fair. It includes maps of 
Greater New York’s transportation 
systems, with their average monthly 
i'number of riders, and an estima- 
|tion of the extra traffic during the 
| Fair. 
No. 1430. The Canadian Market. 


The Canadian Daily Newspapers 
Association has issued this detailed 
analysis of retail trade, containing 
numerous charts and tables which 
give comparative summaries of pro- 
duction, national income and retail 
sales in the Dominion. The daily 
newspaper’s position in Canadian 
market coverage is described. 


No. 1427. Selective Advertising in 
the Cotton Belt. 


American Cotton Grower has 
issued this study of the cotton belt, 
igiving figures on the _ estimated 
lincome from cotton and govern- 
|ment payments, Aug. 1, 1938, to 
July 31, 1939, and showing what 
types of farms earn this income. A 
readership analysis shows Ameri- 
|can Cotton Grower’s coverage of 
the market, and prospects for auto- 
/motive equipment, electrical appli- 
‘ances and other products. 


Color Commands Atten- 


| No. 1428. The Brandt Eye-Camera. 


| Look has issued this booklet 
'which describes the Brandt Eye- 
Camera, telling how it records eye 
movements and giving some ex- 
amples of actual eye-movemenrt 
studies. Possibilities of the cameré 
in the field of advertising and pub- 
lishing, for the study of readers 
attraction to a page and its message, 
are outlined. 


No. 1429. Curiosity. 


Details of readership and mafl- 
ket coverage are given in this 
survey report issued by School Arts 
magazine. The analysis shows wh0 
recommends for purchase and wh0 
actually buys art and craft supplies 
for public schools, where these sup- 
plies are purchased, and the part 
played by School Arts in the ar 
teaching field. 


No. 1426. Enter the College Market 
This analysis, issued by The 
W. B. Bradbury Company, offers 
statistics on the college market, 
'showing the standing of the student 
jas a present and future customer. 
College magazines are listed by 
states, with registrations of each 
institution. 


No. 1404. KTUL-Tulsa Market Daté. 
This brochure, issued by Radio 
| Station KTUL, offers some interest- 
ing business facts about the city of 
Tulsa, with complete market data 
on the 36-county daytime and 11- 
county night time listening areas. 
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THEIR SEPARATORS TURN 
OUT VANISHING CREAM 


Cream is cash in FARM JOURNAL households. Cash that 


buys vanishing cream, varnish and a vast assortment 


of other things. For America’s farm families produce 


nearly eight billion dollars’ worth of crops in order to buy, 


for cash, a large proportion of all manufactured goods. 


FARM JOURNAL is geared editorially to the money- 
conscious news-minded farm family. National in scope, 
concise as farm readers like it, timely as no other farm 
magazine can be because it prints and delivers on a four 
day writer-to-reader schedule, FARM JOURNAL shapes 
the producing, selling, and buying plans of 1,400,000 


modern farm families. 


The result is intense reader interest which creates im- 


mediate and profitable response to your sales story. 


: FARM JOURNAL 
= (Washington Square, Philadelphia 
Reaches 1,400,000 Families Whose Crop is Money 
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Home Use of 
Beer Increases; 
Cans Show Gain 


New York, Dec. 1.—No less than 
40 per cent of all families are now 
buying beer for home consumption, 
with canned beer accounting for a 
larger share of the total than ever 
before, according to a nationwide 
survey made by the Psychological 
Corporation, New York, for Ameri- 
can Can Company. 

A year ago, only 34 per cent of 
the families interviewed were tak- 
ing beer into the home, the latest 
figures therefore showing a gain 
of 17.5 per cent. In 1937, only 23.8 | 
per cent were specifying canned | 
beer for home use. The percentage | 


| 
has now risen to 25.4, a gain of 25.3 | 
per cent in canned beer buyers. 

Although all economic groups 
registered a gain in use of beer, the 
increase was particularly noticeable 
in the $1,000-$2,000 income group, 
reflecting, according to the research 
organization, improved purchasing 
power of factory workers. 

The current survey, one of a 
series conducted bi-monthly in 47 
cities, indicates that beer, among a 
large number of other products, is 
dependent on general business con- 
ditions for its well-being. While 
about 40 per cent of urban families 
bought beer for home use in the 
peak months of 1937, the number 
declined steadily until May, 1938, 
when the index again turned up- 
|ward. The minimum reached, how- 


ever, was 33 per cent. 


Cites Parallel 
Between Radio and 
Magazine Appeals 


Cincinnati, Nov. 29.—Consumer 
preferences in magazine and radio 
entertainment are usually similar, 
Helen C. Kennedy, radio director, 
Kroger Grocery & Baking Company, 
told the Advertisers Club of Cin- 
cinnati last week. Miss Kennedy 
suggested that prospective radio ad- 
vertisers study magazine tastes of 
their customers and design radio 
shows accordingly. 


Prefer Confession Stories 


Kroger customers, she _ related, 
evidenced a preference for maga- 
zines featuring confession stories, 


CALIFORNIA INDUSTRY 


SPENDING MILLIONS 
NIGHTLY... choose 
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Sweet, subtle California 


and the chain’s radio shows, aimed 
to satisfy the demand for this type 
of entertainment, have proven very 
successful. 

Miss Kennedy emphasized the 
value of merchandising the radio 
shows properly and urged prospec- 
tive radio advertisers to study the 
showmanship techniques used by 
the motion picture industry. 


Brenneman with Long 


Tom Brenneman, formerly with 
Columbia Broadcasting System, has 
joined Long Advertising Service, 
San Francisco, as radio director. 


Skillman Leaves Haire 


Edwin F. Skillman has resigned 
as advertising manager of Dress 
Accessories, publishe by Haire 


HUN Lk 


Publications, New York. 


... she’s a 


prankish mistress. Kisses you with sun- 
light by day and at night snorts freez- 
ing blasts down your back with the 
whinney of a mad Valkyrie. It may 
seem funny to you, snug and warm 
under the eiderdown, but it’s really a 
horse of a different and very dark color. 


When Elmer Orchardist loses a prec- 
ious crop from frostbite you're the lad 
that pays the bill. When Al Avocado 
looks out on trees heavy with damaged 
green gold, he passes the loss on to 
you. He can’t help it .. . it’s just one 
of those things. 


That's why frost warnings during the 
winter months are so all fired impor- 
tant! They may send the boys out into 
the night to burn up a couple of million 
dollars worth of crude oil in their 
smudge pots but that’s cheap insur- 
ance for California in the long run. 
And that’s why the Don Lee Network 
has been chosen to carry this vital 
service at 8 P.M. nightly ... because 
Don Lee can be heard clearly in every 
nook and cranny of the State that’s big 
enough to grow an orange. If your 
message is one that should be heard 
by everybody, put it on Don Lee... 
for 9 out of every 10 radio homes on 
the Pacific Coast are within twenty-five 
miles of a Don Lee station. 
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PROMOTED BY KOPPERS 


Robert H. McClintic, in charge of ad- 
vertising and sales promotion, and as- 
sistant to the president of Koppers Com- 
pany, Pittsburgh, has been elected to the 
board of trustees of Koppers United 
Company, which has substantial invest. 
ments in several Eastern gas and fuel 
companies. 


Prize : Tomato Crop 
Provides Basis 
for Ritter Drive 


Philadelphia, Dec. 1.—P. J. Ritter 
Company, maker of Ritter Tabasco 
catsup and other food products, to- 
day disclosed plans for an expanded 
1939 campaign which has as its 
actual basis a prize tomato crop that 
reached fruition this fall. 

These new and special tomatoes, 
the company said, are the outgrowth 
of the “Ritter Agricultural Plan” 
providing for collaboration between 
the company, farmers and other 
agricultural experts. 

The schedule includes a series of 
half-page insertions in Baltimore, 
Philadelphia and Washington news- 
papers; an hour show over Station 
WOR, New York; spot announce- 
ments over Station WFIL here; and 
a variety of promotional aids for the 
trade. 

In addition, extensive sampling is 
also planned with luncheons and 
dinners for women’s clubs of the 
Middle Atlantic area. Lectures on 
the Ritter products will accompany 
these affairs. 

The Ritter “Mexican Man” trade- 
mark will be featured in dealer dis- 
plays, car cards and mailing pieces 
furnished dealers. Clements Com- 
pany is the agency in charge. 


Crackers to Moss 

California Cracker Company has 
appointed Faraon Jay Moss, Holly- 
wood, to direct its advertising. 
Newspapers and business papers 
will be used. 


”" oem. 

Journal” is 60 

The Minneapolis Journal marked 
60 years of publication with a 136- 
page anniversary edition Thanks- 
giving day. Advertising totaled 
125, 518 lines. 


HOSPITALITY 
in WASHINGTON 


Try the Raleigh 
the next time you 
visit Washington 

. you'll be glad 
you came. Rooms 


from $3.50 
Y 


HOTEL 


PENNSYLVANIA Ave. at 12th St.NW 


"WASHINGTON, D. C. 
C. C. Schiffeler, General Manager 
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amp ie January 1, 1939, the subscription price 

of ADVERTISING AGE will be increased to $2 a 
year, and the single copy price will be increased from 
5 cents to 10 cents. At the former price of $1 per 
year, ADVERTISING AGE has been an outstanding 
“*bargain’’ in the business publication field, and we 
believe that it will continue to be an exceptional buy 
at its new rate of $2. 

However, it is our intention to give all present 
subscribers, as well as those who may not now be 
subscribers but who enter subscriptions this month 
an opportunity to renew existing subscriptions, or 
to enter new subscriptions, at the present ‘‘bargain’’ 
rates. 

Present subscribers may renew their subscrip- 
tions now for either one or two years at the existing 


price of $1 per year, such renewal to extend for one 


or two years beyond the expiration date of the 


For NEW Subscription Orders 


ADVERTISING AGE 
100 E. Ohio St., Chicago 


I accept your offer to receive the next 52 issues of ADVERTISING AGE at the current 
low price of $1. Start my subscription with the next issue. 


Ie nn ae ee ee ee ee eee , 


og | ee ee ee ee eee eee eT Cree Tre er eer rere 
©) Cash or check enclosed. [) Bill me personally. [ Bill my company. 
This Offer Valid Only Until December 31, 1938 


iii | 


NOTICE 


to old and new readers 


present subscription. For example: If your present 
subscription will expire in February, 1939, you 
may extend this subscription for one or two years 
from the above expiration date at the present rate 
of $1 per year. 

New subscriptions will be accepted at the existing 
price of $1 for one year until December 31. These 
offers hold good only if the subscription (new or re- 
newal) is ordered and paid for by the date mentioned. 

To those present readers whose subscriptions 
would ‘‘automatically’’ be renewed when they expire, 
this plan offers a substantial saving. To those who 
do not at present have subscriptions of their own, 
the advantage of entering such a subscription now 
is obvious. 

In filling out the coupons below, please be sure to 


use either the ‘‘new”’ or ‘‘renewal’’ coupon, which- 


ever applies to you. 


Fill Out One of These Coupons and Mail It to Us Today 


For RENEWAL Subscriptions 
ADVERTISING AGE 
100 E. Ohio St., Chicago 
I accept your offer. Renew my subscription for one year [); two years (1; at the current 
low price of $1 per year. I understand that this renewal will extend my subscription for the 
period checked beyond the date of expiration of my present subscription. I enclose 
ia es tsa eue in full payment [). Send me a bill 2. 
COE OTT EE TT ETT EET TOUTE ETUC TTT TE SITET CTT UT TTT OTE TTT Cer Cree 
Address .... 
City & State.... 
Sb vds a ccc acces eee bddwnnacesecddertenesereseoctenansness 


This Offer Valid Only Until December 31, 1938 
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Opposes Photographs 
As Premiums 


To the Editor: In connection 
with the story published in your 
Nov. 14 issue regarding the Heinz 


Company’s offer of free photographs | 
of infants, we should like to call | 


your attention to the fact that this 
association has for some years been 
putting forth every effort to elimi- 
nate the use of photographs as 
premiums. 

As a result of our representation 
to the Heinz company, we have re- 
ceived a letter from their general 
sales department in Pittsburgh 
stating that they have discontinued 
this type of promotion except in 
Chicago, where they are compelled 
to complete a contract with a pho- 
tographic studio there. 

One of the reasons why photog- 
raphy is still suffering from a 
serious depression and did so suffer 
even through the improvement in 
business in the latter part of last 
year, which came between the big 
depression and the present reces- 
sion, is because so many firms in 
other lines have used photography 
as a “football” to boost their own 
products. We have been instru- 
mental in inducing many of the 
largest national advertisers to dis- 
continue the use of photographs of 
any type as premiums. Some of the 
firms that have complied with our 
requests in this connection include 
Swift & Company, Procter & Gam- 
ble, Park & Tilford, as well as a 
number of others of equal size and 
importance. 

From the advertiser’s viewpoint, 
it should be pointed out that no 
photographic studio can make pic- 
tures for nothing and stay in busi- 
ness. Each “free” sitting must be 
altered into a sale and it is the gen- 
eral practice of studios that handle 
such propositions to resort to high 
pressure tactics to induce sales of 
additional prints. The files of better 
business bureaus throughout the 
country are full of complaints grow- 
ing out of such situations. And al- 
most invariably, the advertiser 
makes enemies instead of creating 
good will through his premium of- 
fer. 

CHARLES ABEL, 

Executive Manager, Photog- 

raphers Association of America, 

Cleveland, O. 

_ a eb 
Professional Tag 


To the Editor: I note on the first 
page of this week’s ADVERTISING AGE 


an article entitled “Says Advertis- | 


ing Must Reach Status of a Pro- 
fession.”’ 

I recall a discussion about this 
very subject in a meeting held sev- 
eral years ago by the Western chap- 
ter of the Four A’s. It seemed to 
me it was all set and something 
would be worked out so that the 
label “Advertising Man” really 
meant something. 

I don’t know just how this thing 
can be worked out but it seems to 


me that your great newspaper—a 
leader in the advertising field 
could take hold of this idea and 
put it over. Work out a formula 
that would designate an advertis- | 
ing man. Find a way one could be 
measured so as to fit this formula 
Have an authority like the Four A’s 
give a certificate to the party de- 
serving it. This would be a great 
help to many who are real adver- 
tising men but are put in the same 
class with all others calling them- 
selves such It would help men 
get jobs who deserve them and it 
would also help employers select 
the proper man for the Ib 
Advertising counsel is just as im- 
portant as medical or legal advice 
and this profession hould be 
ecognized so that the business man 
will know whether or not he S 
talking to one in authority 
There are many men in the ad- 
vertising profession who would 
welcome your interest in Ut very 
iY rtant matte! 
W. S. NoOrRpDBURG, 
ging Director, Chicago 


ban Quality Group, Chi- 


Letters are welcome. 


EXPERIENCE IS A BRILLIANT TEACHER 


Voice of the Advertiser 


This department is a reader's forum. 


ALCCHOLISM 


OVERCOME by THIS 
SAPP, SCTRNTIFIC, 
PROVEN oD 
Oats # ’ 


Golden Bear 


"© BIG GAME 


Saturday, Nov. 19, 1938 
And the Place to Celebrate 
is in the Lair of the 
WHERE THE “COLLECE SPIRIT” IS GENUINE 
DINNER DANCE 


FROM 190 TO THE WEF SMALL. HOURS 
he beausif 


GARDEN ROOM 


» ] And Featuring 
DON KAYE sAY ; y 
AND WIS ORCHESTRA AND ENTERTAINERS tw A 1 \-~ 
SURPRISES! FAVORS! FUN! ( and Other Fast, Entertaining Acts 
FLOOR SHOW wURRY > 
ie ¢ Guan aie aanaee on ) “wawanan  eonsers Samenvans 
DINNER & DANCE DANCING ONLY = 990 
Including All Taxes Including All Taxes gf A bag —— Ay 


LOUIS | 
Presents a New, Clever | 


Floor Show 


intreducing 


JOE CHRISTY M. C. 
“THE ALL-AMERICAN BALFWIT” 
The Man Whe Is a Whole Show in Himerif 


© Bend 


opatar Dane 
ay HOTEL he ARH 
immer ‘incl. tax) C ‘ y. ‘ 
$4 person : 
Cover Only —$2 aa L A R E M 0 N T 4166 12th Street 7 
rkelev 
To Reserve Call Ample Parking no le Ne Charge , { ON TWELFTH STREET—IT'S “LOUIS” { 
TE mplebar 2300 
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Cause and Effect 


To the Editor: One of your most 
interesting features is that of the 
reproduction of the actual adver- 
tisements themselves, or at least 
stories about them, which are of 
an unusual nature, or unique in 
some respect or other. Case in point 
has just come under my observa- 
tion. Perhaps I have a perverted 
sense of humor, but the newspaper 
page herewith enclosed handed me 
quite a laugh. 

Either the “cause’”’ as represented 
by the night club advertisements 
for the local “Big Game” between 
Stanford and California, and the 


tan Treatment, were placed on the 
same page with malice afore- 


Thrown in with a group of night club ads inviting participation in some after- 
game hoopla was the modest little alcoholism cure notice shown at the upper left. 


Son Pablo Ave. 
| Mile Past El Cerrito 


Dine and Dance Big-Game Wight 


in this new, beoutiful club 


—Jack Norman— 
Popular Master of € 
Introduces « Fast New 
FLOOR SHOW 
Featuring 


nner the Magician 


do & Norma . 
in Marvels of Manipulation 


Rican 
Dance Interpretations 
and other features imeteding 
MUSIC BY MILTON RUSSO 
and bis orchestra 
AND A SPECIAL DINNER DE LUXE 
er Reservations 


Ne Cover Charge U Richmond iS 


me Taken Now for Ow 


Reservation r 
SPECIAL THANKSGIVING DINNER—$1.80 


retary of state for Colorado and one 
of the ablest politicians and public 
relations counsels in the Rocky 
Mountain region, concentrated all 
its efforts to get out the 
—rousing the enthusiasm and the 


| be hoped that this added control 


on advertising will not complicate 
and confuse the efforts of those who 
are trying to ameliorate the situa- 
tion. 

Mr. Arnold no doubt knows that | 
the present difficulty of the profes- | 
sion lies in its effort to make some | 
kind of distinction between puffery 
and fact, and to determine where 
the former ends and the latter be- 
gins. 


flagrant violators, this difficulty will 


be surmounted. What the profes- | 
sion needs are standards by which 


“cure” as presented by the Samari- |it may be guided and not further | 


| control. 


| In the last analysis, advertising is 


fighting spirit of the independent 
merchants; providing cars to carry 
voters to the polls, installing pre- 
cinct watchers, etc. 

The chains learned, as most agen- 
cies should have learned from the 
1936 election, that advertising and 
ballyhoo can’t do the impossible. 

In elections, it’s still the votes that 
count! 

Victor CROLEY, 
MacGruder & Co., Denver. 
yvvy 


Money-Back Offers 


To the Editor: In your issue for 
Nov. 7, under “money-back circu- 
lation,” you tell about the Fawcett 
publication, True, being offered on 
a money-back guarantee, under 
certain conditions. 

Your article credits Fawcett with 
a “first,” which is somewhat er- 
roneous. We tried out something 
of this kind, the chief difference 
being that we offered “double your 
money back if you don’t like it.” 
We continued this offer for over a 
year and abandoned it because it 
didn’t seem to be getting us any- 
where. 

In our case it was not necessary 
for the disappointed newsstand 
purchaser to write a 50-word criti- 
cism, or alibi, in order to get his 
money back. All he had to do was 
send the magazine to us, without 


|comment, and we sent him double 


the cover price—and asked no 


| questions. 


Because we had so few copies re- 
turned for refund we considered the 
idea a flop and discontinued it ef- 
fective with our September, 1938, 
issue. 

B. C. REMINGTON, 

Publisher, How to Sell, Chicago. 

v v v 
If Engines Steam, 
Do Diesels “Diese’’? 
To the Editor: 


Technological re- | half 
Certainly, it cannot be ex-|search has been accused of having | stoppers 
pected that by controlling advertis- | too little regard for the social con- | over-all effect. 
ing appropriations, even of the most | sequences of its output. 


However this may be, it certainly | 


|is too heedless of the linguistic con- 
sequences. 

Men like Charles F. Kettering 
|who provide industry with new 


votes | tools ought at the same time to 


invent fit words for describing their 
performance. 

Then ADVERTISING AGE wouldn’t 
have to say, as it did on Nov. 28 
in its story about the inaugura- 
tion of the B. & O.’s new Capitol 
Limited, that a Diesel-powered 
train steamed out of a station. 

J. F. Roos, 

Advertising Manager, Palmer 

Asbestos & Rubber Corporation, 

Chicago. 


2S 6} 


Two in One 

To the Editor: Due to a change 
in schedule we have found it neces- 
sary to “gang” together four half- 
page advertisements as two full 
page layouts, in behalf of our client, 


m ’ ; 

Thats <ty © eh poy eee cake 

emee oe ond inne we © Heme walany 
Mech om wt O08 18 De ote 


a PAINTS 


| Sherwin-Williams Company. 
|of the pages is shown here. 
| This may have been done before 
|but we don’t ever recall seeing a 
|similar case. The odd thing about 
lit is the way each half-page ad- 
|vertisement strengthens the other 
and provides two excellent 
without weakening the 


One 


FRANKLIN BRILL, 
T. J. Maloney, Inc., New York. 


thought, or some make-up man| nothing else than paid propaganda, 
eternal fitness of things. At any itous propaganda forms the larger 
rate, it seemed funny to me, and I| part of the publicity that is daily 
am passing it along to you in the| meted out to the consuming pub- 


in similar vein. 
W. B. FLOWERs, 
Pacific Coast Manager, Capper 
Publications, San Francisco. 


| 


v v v 
Arnold Attack Misses 
Objective, Says Lawyer 
| To the Editor: No doubt the re- 
| cent statement of the Assistant At- 


torney General in connection with| future 


the Ford and Chrysler decrees 
comes to many advertisers as a sur- 
prise, but to those who are familiar 
with Mr. Arnold’s work 
ories, some such statement was ex- 
pected. Of course, it is strange that 
Mr. Arnold should seek the field of 
advertising as his target. 

In such a choice Mr. Arnold is 
unfortunate, as advertising is the 
most difficult of all the problems 
that the monopoly investigation 
must face. The problem of correct- 
ing the evils of advertising is and 
has been a troublesome one since 

immemorial We who have 
attempted to study it have found 
that its many ramifications make a 
solution almost impossible It is, 
therefore, difficult to see how con- 
trolling advertising appropriations 
will assist in these efforts. 

Mr. Arnold is careful not to dis- 
lose the method he intends to pur- 


time 


ue if ultimately Congress should 
grant him this power. All that he 
loes say is that as far as these de- 
crees are concerned the Attorney 
General is to be the arbiter of cer- 
t types of advertising. Mr. Arn- 
old will no doubt find the exercising 
if this power a difficult one, as prac- 
tically every method from restric- 

) bolition has at some time 
unsuccessful been tried It is to 


thought that it might strike you| lic. 


and the-| 


| dustries where the reviews, even 
|when unfavorable, often accom- 


must have an unusual sense of the |@md Mr. Arnold knows that gratu-| 


I cite the book and similar in- | 


|plish more than paid advertise- | 
|/ments, as examples of such free | 


Mr. Arnold has not said 
intends to do with such 


| publicity. 
| what he 
| publicity. 
| It is to be hoped, therefore, that 
such advertising restriction will be 
omitted from such decrees in the 
and Congress will see the 
| light sufficient so that advertising 
|}and the efforts to reform it will 


| not be thwarted. 


FRANCIS FINKELHOR, 
New York. 


ve#yY 


Advertising Has 
Its Limitations 
To the Editor: 
|preciate the publicity given us in the 
|article in your Nov. 28 issue: ‘“Den- 


| 


, } 
We very much ap- 


| ver Agencies Vie for Credit in Chain 


|Store Defeat.” 

Here’s an angle that might be of 
further interest to your readers: In 
many ways this Colorado chain store 
fight duplicated the 1936 election 
when Landon got the publicity and 
Roosevelt got the votes. Here the 
chain stores got everything but the 
votes. 

If advertising could have accom- 


plished much, the chain stores | 
would have won hands down be- 
cause the superlative radio, news- 


paper, billboard and magazine cam- 
paigns put on for them by Braun & 
Co. and Lord & Thomas blanketed 
the state and completely over- 
whelmed the efforts of the opposi- 
tion 

The public relations department of 
MacGruder & Co., under the direc- 


i 


tion of Carl S. Milliken, former sec- 
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Testimonial Copy 
Should Be Banned, 


Says Durstine 


Admits Foibles, But 
Lauds Advertising As 
Economic Force 


New York, Nov. 29.—In joining 
with 35 other leaders in different 
fields of activity as a contributor 
to “America Now,” a new survey 
of the contem- 
porary scene, 
Roy S. Durstine 
this week out- 
lined an effec- 
tive case for ad- 
vertising as a 
vital economic 
force, at the 
same time re- 
taining sufficient 
objectivity to 
criticize where 
he believes crit- 
icism is needed. 

Without pull- 
ing his punches, the BBDO presi- 
dent lashes out against testimonial 
advertising. This type of copy ought 
to be banned, he declares. 

Discussing the economic justifi- 
cation of advertising, Mr. Durstine 
answers critics by pointing out that 
it is but one step of many which 
have made mass production possi- 
ble but that it usually attracts more 
than its rightful share of blame or 
credit because of its conspicuous- 
ness. 


Roy Durstine 


Reflects National Virtues 


“Advertising is as American as 
apple pie,” he declares. “It reflects 
most of our national virtues and 
many of our national faults. Like 
our country it is young, vital, seeth- 
ing, full of inconsistencies and con- 
trasts, often vulgar if you will, in- 
trusive as an insurance salesman, 
common as a song hit, vivid as a 
redheaded debutante. It stands for 


power—usually the power of a 
streamlined locomotive, sometimes | 
the power of a rogue elephant.” 

Mr. Durstine points out that crit- 
ics of advertising invariably esti- | 
mate its costs many times too high. | 
When they speak of “our million | 
dollar expenditure in advertising,” | 
they forget the millions of caumte | 
that must be reached. 


Advertising Cost Low 


By way of evidence the agency 
executive quotes some statistics. | 
He asserts that the advertising cost 
of Sunkist oranges is 1-36th of a/| 
cent per orange, that of canned | 
goods 1-10th of a cent per can, that | 
of Campbell's soup 36-1000th of a} 
cent per can. 

It is true that advertising some- | 
times assists in foisting fictitious | 
values on the public, Mr. Durstine | 
admits, but the public is vain and | 
willing to pay more for luxury | 
products. Even vanity is not the | 

| 


RESULTS 


WFBR’s high ratio of 
RENEWALS is the best 
evidence that ad- 
vertisers get results. 


“ATIONAL REPRESENTATIVES 
EDWARD PETRY & CO. 


ON THE NBC RED NETWORK 


complete answer, he observes, for 
a woman wants “the confidence, the 
assurance, the satisfaction with 
which the label of the Fifth Avenue 
beauty expert sends her from her 
dressing table into the scrutiny of 
the evening’s social competition.” 


It’s the Sales Technique 


Admitting that “continuity strip” 
copy is absurd, exaggerated and 
vulgar, the writer explains its con- 
tinued use by comparing it to a 
salesman who persists in his efforts 
after you tell him you are not in- 
terested. In both cases such tac- 
tics are necessary to break down 
consumer resistance. 

Mr. Durstine concludes that ‘“ad- 
vertising not only works, but works 


better than any substitute to serve | 


the progress of the country just as 


surely as a broadcasting station is 


a better distributor of information 
than a single human voice.” 

“America Now,” edited by Harold 
E. Stearns, is published by the 
Literary Guild. 


Blau Appoints Agency 

L. Blau & Sons, Long Island City, 
N. Y., cleaner and dyer, has ap- 
pointed Jasper, Lynch & Fishel, New 
York, as agency. Metropolitan 
newspapers, business papers, direct 
mail and radio will be used be- 
ginning in January. 


Chatka Crabmeat in U. S. 


Tupman Thurlow Sales Company, 
New York, has been appointed ex- 
clusive United States distributor for 
Chatka crabmeat. Charles W. Hoyt 
Company, New York, is the agency. 


| 


Bachmann Promoted 
Andrew Bachmann, in the adver- 
tising department of the Kresge 


Department Store, Newark, for the | 


past ten years, has been named ad- 
vertising manager. Howard Bar- 
riscale becomes assistant advertising 
manager. 


Coal Group Picks Agency 


The Pocahontas Operators’ As- 
sociation, Bluefield, W. Va., an or- 
ganization of coal producers, 
appointed the Detroit office of 
Geyer, Cornell & Newell as agency. 


Krivit Gets Shoes 


Fikany Shoe Corporation, Roches- 
ter, N. Y., has appointed Samuel 
G. Krivit Company, New York, as 
advertising counsel. Clifford Spil- 
ler is account executive. 


has | 


Two Accounts to 
Cochrane Agency 

Vickerie, Inc., Chicago, producer 
of skin emulsions and cosmetics, has 
| appointed W. K. Cochrane Advertis- 
ing Agency, Chicago, to handle its 
|advertising. Newspapers, magazines 
|and business papers will be used. 

Chicago Motor Express Terminal, 
handling pool car and freight for- 
warding by rail and truck, has 
named Cochrane to direct its ac- 
|count. Newspapers and direct mail 
| will be used. 


Newspapers Name Rep 


Newspaper Associations, New 
York, has been appointed national 
representative by La Prensa, San 
| Antonio, Tex.; La Opinion, Los An- 
|geles, and La Traduccion-Prensa, 
| Tampa, Fla. 


WE 11 MUU We fi Md 


Above are a 


representative of many that have 
appeared in Newsweek's every-week 
advertising campaign this fall. They 
are evidence of Newsweck's impres- 
Sive progress in an admittedly difhi- 


cult year . 


There are many reasons why News- 


. and a reliable index 
of Newsweek's ability to produce. 


Newsweek 


gained 29% during Sept.-Oct.- Nov. 


carried over 150 leading advertisers in 1938 


gained 86 new advertisers in 1938 


carried over 10 major automobile advertisers 


few significant facts 


week has forged forward, against 


Newsweek space (on a page basis 
buys 194 such families. No other 
national magazine offers so much 
... for so little. 


The Trend's to Neu sweek! 


Tewsweek 


the tide. Foremost are the quality 
of its audience, and its thrifty rates: 
More than two-thirds of Newsweek's 
330,000 families have incomes above 
$3,000 a year. A dollar spent on 


The Magazine of News Significance 
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STRESSES PROTECTION 


= SAVED! <x 


The Factory-Fresh Flavor 


, MERCANTILE 


“4 
cigars 
= <a 
NOW PROTECTED 
Loss of 


js THE AMA2ING BER 


HUMI-JAR 


Class Container! 


Percentile 
tebeccos just os the 
menutecturer intend. 
od. Try © fectory-fresh 
ciger, see the differ. 
NO OTHER METHOD OF PACKAGING 

teami-ter, Cigars 


te lente) Hest comemios ‘ow months os me 


MERCANTILE 


*. 
Deertewred by Wonks Tabeces Co Phone Btutye (064 cigars 


Deisel-Wemmer-Gilbert Corporation, De- 

troit, has started a newspaper campaign 

featuring point-of-sale protection for 
Mercantile cigars. 


Gap Widening 
in Rural, Urban 
Radio Tastes 


Daytime Listening 
Found More Popular 
in Small Towns 


New York, Dec. 1.—Differences in 
radio preferences between urban 
and rural audiences are growing 
wider, instead of diminishing, ac- 
cording to the latest listening report 
of C. E. Hooper, Inc. Two Procter 
& Gamble programs are given as 
cases in point. Ma Perkins, work- 
ing for Oxydol, ranks first in small 
cities and ninth in large, Hooper re- 
ports. The O’Neills, holding forth 
on another network for Ivory soap, 
rates first in large cities, but tenth 
in small. 

The two types of audience also 
seem to be drifting farther apart in 
other respects, according to Hooper. 
During daytime hours, the average 
total radio audience in small cities 
is 40 per cent larger than in large. 
The total average radio audience 
during evening hours is, on the 
whole, almost identical in total size 
in both large and small cities, how- 
ever. Many exceptions occur dur- 
ing individual programs where dif- 
ferences up to 100 per cent are seen 


Extra Service for 
Users of ‘Radio 


Times’ in England 


London, Nov. 15.—The British 
Broadcasting Corporation, consider- 
ably involved in advertising 
through publication of its maga- 
zine, Radio Times, if not over the 
air, this week put into effect a plan 
designed to increase results for 
advertisers using the magazine. 

The BBC announced that it 
would cooperate with any such ad- 
vertiser in mailing a proof of his 
copy to dealers handling that class 
of product and in asking these 
dealers to exert special sales effort. 
The first group of letters dealt 


lwith the H. M. V. (Victor in 
America) all-electric record player. 
The letters were signed by Ralph 
Judson, BBC publication advertise- 
ment director. They outlined ad- 
vantages of using the Radio Times 
and suggested to dealers the bene- 
fits likely to accrue in promotion 
of merchandise so advertised. 

The BBC also disclosed that plans 
were under way for a joint public- 
ity campaign on television by BBC 
and Radio Manufacturers’ Associa- 
tion. BBC’s contribution will be 
space in its magazine. 


American Book to BBDO 


American Sales Book Company, 
Niagara Falls, N. Y., has appointed 
Batten, Barton, Durstine & Osborn, 
Buffalo, as advertising counsel. 


Bullen & Damrell 
in Expansion 
Bullen & Damrell, Chicago, has 
moved from the 11th to the sixth 
floor of De Paul University bldg., 
64 E. Lake street, where larger 
quarters have been modernized. 
The company deals exclusively in 
advertising, promotion and circula- 
tion for Catholic religious orders 
and institutions. 


“Woodbury News” 
Suspends Publication 


The Evening News, Woodbury, 
N. J., has suspended publication and 
its circulation has been combined 
with that of the Woodbury Times, 
also an evening paper. DeLisser- 
Boyd will represent the consoli- 
dated paper. 


Prentice-Hall Plans 
Food, Drug Bulletins 


Prentice-Hall, New York, will 
soon release a Food, Drug and Cos- 
metic Service, to be edited by Ole 
Salthe, formerly technical consult- 
ant to the Food and Drug Admin- 
istration. 

The bulletin service will explain 
all past legislation, new rulings and 
legal decisions. 


Appell on Own 


James S. Appell has resigned 
from the sales department of Co- 
lumbia Broadcasting to become an 
artists’ representative, with offices 
in the RKO bldg., New York. Art- 
ists under his management include 
Edwin C. Hill, Del Casino, Lazy 
Dan, Dennis King and Ed Wynn. 
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to radio owners than entertainment Co- 
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President Roosevelt, w spoke Ww ~ AN 
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Robert B. Barton, with the Chi- 
cago office of Batten, Barton, Dur- 
stine & Osborn for the past three 
years, has been named a _ vice- 
president. 


1001-11 Chestnut Street Building, Philadelphia, Pa. 


SAVE $2,400 IN YEAR 


@ It is the business of Warren Webster & 
Company to install new heating systems 
and modernize old ones in order to furnish 
even steam heat, centrally controlied, and 
through Webster Heating Systems to bring 
startling savings in fuel consumption. These 
are the facts that have been told in Warren 
Webster business-paper advertising since 
1927...a@s prepered by William Jenkins 
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19,000 Food Stores 
Down 6.7 Per Cent 
for First Half 


Washington, D. C., Nov. 29.—The 
first authentic picture ot shifts in 
consumption of food caused by 
prosperity or the reverse was re- 
vealed last week by the Bureau of 
the Census in its report on volume 
of identical retail establishments. 

Reports from 19,006 independent 
food stores showed a gain of 13.8 
per cent in 1937 over 1935, and a 
decline of 6.7 per cent for the first 
half of 1938, in comparison with 
1937. Volume in 1935 was $434,- 
391,000; for 1937, $494,238,000; and 


for the first half of 1938, $225,- 
269,000. 

The comparison indicates that 
families encountering financial 
difficulties curtail expenditures for 
meat. The 60 per cent of the stores 
selling both meat and _ groceries 
suffered a decline of 7 per cent 
during the first half of 1938. Their 
gain in 1937 over 1935 was slightly 
larger than stores confining them- 
selves to groceries, 14.6 per cent. 

The decline for stores handling 
groceries only was only 6.1 per cent 
during the first six months of 1938. 

The decline in furniture sales 
during the first half of this year 
amounted to 24.3 per cent, accord- 
ing to figures from 2,025 identical 
stores reporting to the Bureau. 
Their 1937 gain over 1935 was 34.0 


per cent. The first quarter of 1938 
showed a decline of 19.0 per cent, 
and the second quarter, 28.0 per 
cent. 


Forms Women’s Division 


Hirshon-Garfield, Inc., New York, 
has formed a women’s merchandise 
council division, to specialize in 
styling, merchandising and adver- 
tising of women’s wear and acces- 
sories, national and retail. Phyllis 
Beveridge heads the division. 


Forms Houston Agency 


Wycliffe A. Hill has organized 
the Bureau of Advertising, a gen- 
eral advertising service, in the Re- 
public bldg., Houston, x. Jack 
Tl meeaaes will be associated with 


Merger Forms 
Austin & Spector 


Raymond Spector and Alvin Aus- 
tin Company have combined to 
form Austin & Spector Company at 
32 E. 57th street, New York. The 
telephone number is_ Eldorado 
5-1270. 

Emil Mogul is executive secretary 
of the new company, with Alfred 
Paul Berger as director of clients’ 
service; Horace Schwerin, director 
of research and media; Frank 
Roemmer, art director; Helen 
Grant, copy chief, and Richard 
Scott as production manager. 


Fenger-Hall Named 


The Daily Empire, Juneau, 
Alaska, has appointed Fenger-Hall 
Company as national advertising 
representative. 


In 1927, Warren Webster & Company inaugu- 
rated a campaign of fact stories built around 
dollar and cents savings accomplished through 


Webster Heating Modernization. . . 


. Today, 


after twelve years, that campaign is still go- 


ing strong. 


“At its start, the campaign was confined al- 


most exclusively to trade and technical pub- 


lications,” 


writes H. F. Marshall, Advertising 


Business Week. 


appropriation for heating modernization. 


“After a careful analysis of circulation—and 


a careful weighing of dollars—we selected 


“Since then, without interruption, every other 


issue of Business Week has carried a story 


Manager. “But, in November, 1934, it was 


decided to add one paper that would put 
our message before business owners and ex- 


ecutives—the men who must approve an 


| resales 


Webster Heating Modernization.” 


ing money out of an investment in 


With 103,000 paid subscribers and 
more than 270,000 pass-along read- 
ers, BUSINESS WEEK reaches more 
executives per advertising dollar 
than any other publication., 


ETC yt5e 


of how somebody in some business is mak- 


CHEER LEADER'S SONG 


Oxo, OXO, 
O-xX-O 
Makes you feel 
so cheerio! 
AMERICAN stores— 


and ACME, too, 


Now have 
OXO CUBES for you! 


Big Cubes 
Beef in Brief 


Borrowing the technique of a football 
cheer leader, Oxo has launched a news- 
paper drive which includes some very 
neat plugs for local retail outlets. In 
this instance the American and Acme 
stores, Philadelphia, received the pr>- 
motional pat on the back. 


Britain Spends 
$3,258,000 for 
1938 Advertising 


London, Nov. 17.—Total expendi- 
ture on advertising and publicity by 
British government departments for 
the current year was estimated by 
the Treasury at $3,258,270, it was 
revealed in the report of the gov- 
ernment’s Select Committee on 
Estimates, just issued here. This 
figure included the cost of operating 
the press bureaus of the respective 
departments. 

The War Office, it was estimated, 
will have spent $119,850 this year 
on press advertising and $102,500 
on posters and leaflets. The latter 
figure, however, does not include 
the cost of printing the posters, 
which is done by the Stationery 
Office, the British equivalent of the 
U. S. Government Printing Office. 
The War Office is now considering 
the expenditure of about $100,000 
next year for display advertise- 
ments in the press. 

The Select Committee which in- 
vestigated the question of govern- 
ment advertising, criticized the 
present methods of handling cam- 
paigns and recommended that a 
single advisory committee be set 
up to which all departments should 
be required to refer proposals for 
expenditures on publicity or prop- 
aganda. The report stated that the 
War Office, Air Ministry, Ministry 
of Health and the National Savings 
Committee opposed that recommen- 
dation. Other government depart- 
ments did not reveal their attitude. 


“News-Record” in 
New Form 


Engineering News-Record, New 
York, will launch a new publishing 
plan the first of the year, under 
which the magazine will continue 
weekly publication but will alter- 
nate in form between a combined 
news-technical issue and a special 
news edition. No advertising will 
be published in the news editions, 
except on the second, third and 
fourth covers. 


Class Officers Elected 


Members of the 1938-1939 adver- 
tising and selling course of the Ad- 
vertising Club of New York have 
elected Richard W. Girvin, Will- 
mark Service System, as president 
Le Roy Alven Bennett, O’Mara & 
Ormsbee, vice-president; An- 
toinette Hogue, L. M. Law phage ec- 
| retary, and Robert Dickin nm Towne 
lof De ll Publishing C¢ tre 
ure! 


as 


any, 


teen Member for ANA 


Larus & Brothers Company, 
|Richmond, Va., has been elected to 
|me mbership in the Association of 
| Ni itional Advertisers 
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Hold Advertising 
Decisive Factor 
in Chain Tax 


New York, Dec. 
country’s rural population is op- 
posed to punitive taxes on chain 
stores, the margin is so narrow that 
the issue will probably be decided 
by advertising. This is the opinion 
expressed by The American Press 
in its current issue as the result of 
a survey among 190 small town edi- 
tors. The canvass indicates that the 
situation in Colorado, which voted 
for retention of the chain store tax, 
is hardly typical. 

Many of the weekly newspaper 
editors queried conducted surveys 
among their own readers to ascer- 
tain sentiment, the magazine re- 
ported. Thus the opinions of these 
editors is believed to reflect the 
present consensus among 400,000 
small town and farm residents. 

A clear majority of 99 of the edi- 
tors reported that most of their 
readers are opposed to the Patman 
bill or any other levying federal 
taxes on chain store organizations. 
The remaining 91 were divided, 25 
believing a majority would favor 
such legislation, 43 thinking that 
their readers are uncertain or dis- 
interested, and the remaining 23 
seeing a division of sentiment. 

Several of the responses were re- 
garded as significant because they 
indicate that chains must partici- 
pate more actively in the life of 
the communities in which they do 
business. One such viewpoint was 
expressed by a Wisconsin publisher, 
who said that “a marjority of our 
citizens favor chains which contrib- 
ute to the solution of community 
problems and oppose those which 
have managers in name only.” 


“Display World” Moves 


The New York office of Display 
World has been moved to 175 Fifth 
avenue. 


Was It YOUR Secre- 
tary who wouldn't 
let us see you? 


Last week, we called on an execu- 
tive of a certain corporation with 
an idea But his secretary wouldn't 
let us see him The idea can mean 
a lot to that mar So we're using 


Advertising Age to reach him—to 
tell him: We know a group of 858,- 
483 young buyers who, collectively, 
spend more than two million dol- 
lars a week $108.454,486 a year, 
to be They buy everything 
that can be eaten, applied 
played upor looked at 


specific 
dosed, 


seen 


through, saved, used, worn-—or worn 
out The buy what they want 
and they want plenty They would 
want what you offer: the only hitch 
you are not offering it to them 
lirectly Your present advertis 
ng misses ther ompletely We 
can put y } } with them 
effectively Your secretary wouldn't 
let us tell you all this But you 
can get the facts about the High 
School Market, in spite of her. Just 
—— a card asking What's ull 
out’ to R mond Adver nz 
Service (NOT an advertising agency) 
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CHOICE of FREE ITEM IS IMPORTANT 


in COMBINATION OFFERS wo CONSUMERS 
RON 
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Typical experiences of manufac- 
turers who sponsored combination 
deals are shown in these Nielsen 
Index charts. 

At the left is portrayed a deal 
in which two manufacturers teamed 
up to build a combination offer to 
the consumer. 

“This might be called a case of 
a well-established item carrying a 
newer item to market,” explains 
the A. C. Nielsen Company. “But 
something must be allowed in this 
instance for the fact that both items 
bore good names and represented 
known values, strongly advertised 
to a great many consumers. As 
such, the sale of both at the price of 
one looked like—and truly was— 
a good buy. 

“This operation started rather 
slowly, in what has been designated 
as Period 3. About 24 per cent of | 
the stores stocked the combination 
in the first two months, and retail 
purchases of the parent item started 
sharply upward at once. This con- 
tinued into Period 4 and reached a 
distinct peak in Period 5; over two- 
thirds of the stores were handling 
the combination at that time, and 
the chart shows new highs in re- 
tail purchase and retail inventory 
levels, and also in retail store dis- 
plays. It is particularly significant 
here that consumer sales in this 
case started up almost coincidently 
with initial trade buying—an in- 
variable characteristic of a success- 
ful consumer-plus, as distinguished 
from a retail-pressure operation. 

“And, finally, note how the con- 
sumer sales held well above the re- 
tail purchase levels through Periods | 
6, 7, and 8. This sustained sale- 


cessful combination offer, and it’s | 
no reflection on the strategy or exe- 


title 


|on the regular item, 


cution of this one that the parent 
item later proved incapable of hold- 
ing the new users it had gained. 

“The case described in the chart 
at the right is closely related. The 
tells practically the entire 
story. The net of it is that improper 
choice of the plus item, given with- 
out charge, can very easily result 
in nothing more than giving estab- 
lished users a little free goods on 
the side. 

“This happened in the case illus- 


trated at the top of the accompany- 
ing chart, when a manufacturer 


as the free unit. Obviously, 
was little attraction here for 
but his regular customers. 
though the 
good many 


any 
So, even 
manufacturer sold a 
combination units, 


A : | University 
-hose ¢ ature o s own i : aor 
chose a miniature of hi w= gf pe |dance, a course in auto driving at 


| 


he | 


depressed the sales of his regular | 


item to almost exactly the same ex- 
tent, and turned up eight months | 
later with total sales just 2 per cent | 
above normal. 
“However 


| 


stopped here 


cised white or 


European 
Radio Propaganda 


Held Over-rated 


Chicago, Nov. 29.— European 


short-wave propaganda to South 


America is considerably over-rated, 
in the opinion of experts who 
for a few days 
the little publi- 
international net- 
work of National Broadcasting 
Company. The visitors said that 
the programs of the two totalitarian 
countries are so dull that they are 
calculated to sell neither their 
forms of government nor their mer- 
chandise to South Americans in 
preference to those of the United 
States. 

The representatives of the net- 
work are making a ten-week, 20,- 
000-mile tour of the United States 
in search of factual material which 
is being recorded for broadcasts to 
South and Central America over 
Stations W3XAL, W3XL, W2XAD 
and W8XK. These recordings, in 
Spanish and Portuguese, as well as 
English, will supplement NBC’s 
weekly 10% hours of news broad- 
casts and other regularly-scheduled 
programs for Latin-American list- 
eners. 


in behalf of 


Material Covers Broad Range 


The tourists have covered Pitts- 
burgh steel mills and the auto- 
mobile factories of Detroit. In 
Chicago, they made recordings of 
the wheat pit, the stockyards, a 
of Chicago fraternity 


Lane Technical High School and 
Chicago’s boulevard traffic system, 
with appropriate sound effects. 
The crew includes J. Harrison 
artley, assistant director of the 
NBC special events division; Henri 
|Diamant-Berger, French movie 
|producer, who has been commis- 
sioned by the French ministry of 


this same manufac- | Communictions to make a recorded 


turer kept on trying. His second | | sound picture of the American 
attempt involved the same parent | scene; Arthur S. Deter and John 
item, in the following season; but | Alfred Barrett, foreign _language 
this time he chose a non-competing | jexperts of the international di- 
item of known value as the free | Vision, and John Holmes, recording 
unit. And, as the chart shows, he | expert of the NBC transcription 
not only increased his total sales | | division. 

19 per cent in 8 months but had | —— 

evidently attracted enough new 


users to begin building repeat sales 
unadorned with 
any give-away whatever. 

“It would be a mistake, of course, 
to stretch this illustration into a 
generalized case against miniatures. 


|The probable reasons the miniature 


through is the final test of a suc- | 


failed here are, first, that this op- 
eration was handled on a straight | 
take-it-or-leave-it basis: and, sec- | 
ondly, that it was working at the 
time against some really strong con- 
sumer-plus offers by competitors.” 


Meehan Joins Caples 
Leo Meehan, formerly in the pub- 


lic relations department of Works 
Progress Administration, Los An- 
geles, has joined Caples Company, 


Los Angeles, to write radio pro- 
grams for the Union Pacific. 


{— 


Cut your 
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BETTER PLANOGRAPHY 
at Bargain Prices! 


printing costs 
improved Planography! 


Planography — is 
Rapid Copy, 
tographers for more than 11 years, produces 
better planography. 


vourself 
samples and a price list! 


) 


by using Rapid’s 


essentially photographie. 


commercial pho- 


phone ST Ate 5977 for 


173 W. MADISON STREET 
CHICAGO 


| Heads Milwaukee 


| Milwaukee, 


| 
| 


| the 


Welcome Committee 
George M. Harris, 
manager of the 


advertising 
Schroeder Hotel, 
has been named chair- 
man of a special sub-committee of 
the Milwaukee Advertising Club’s 
“Welcome to Milwaukee Commit- 
tee’ to make plans for bringing vis- 
itors to the city next year. 
Committee members include C. F. 
Rasmussen, advertising manager of 
Premier-Pabst Corporation; Robert 


‘Pettingell, Hartman 
Agencies in Merger 


Brown, advertising manager of First | 


Wisconsin National Bank, and Earl 
Ferguson, manager of the conven- 
tion bureau of the Milwaukee Asso- 
ciation of Commerce. 


To Enlarge Beer Drive 


F. & M. Schaefer 
pany, New York, plans to expand 
its newspaper advertising by 20 per 
cent in 1939 
and weeklies in the 
area will be used in 1939, 
same as the current list, but with 
more frequent insertions, with copy 
running large as 1,600 lines in 
summer season. Schaefer will 
also continue to use outdoor, radio, 
and the local editions of Cue and 
The New Yorker. Batten, Barton, 
| Durstine & Osborn is the agency. 


about the 


as 


Trowbridge Added 
Wilbur Trowbridge 


formerly with 
Trowbridge Outdoor 


Advertising 


Corporation, Newark, has joined the 
sales staff of Highway Displays, 
New York 


| 
| 


Brewing Com- | 


A total of 230 dailies | 
metropolitan | 


Earnings of 
Advertisers 


George A. Hormel & Co. 

For the fiscal year ended Oct. 29. 
consolidated net income amounted 
to $1,031,574, compared with $767,- 
387 for the preceding fiscal year. 
This is a gain of 34 per cent. Net 
sales for the year totaled $56,921 ,- 
648, against $60,759,586 for the year 
ended Oct. 30, 1937. 


American Safety Razor 
Report shows consolidated net 
income of $123,240 for the third 


quarter, compared with net income 
of $255,027 for the third quarter of 
1937. For the first nine months, 
consolidated net earnings amounted 
to $596,358, compared with $851,326 
for the first nine months of last 
year. 


Pet Milk Company 

Net profit amounted to $435,685 
for the quarter ended Sept. 30, 
compared with $511,333 for the 
same quarter in 1937. Net sales 
totaled $7,474,464 for the third 
quarter, against $9,425,812 for the 
September quarter of last year. 


Brown Shoe Company 

For the fiscal year ended Oct. 31, 
net income was $191,470, compared 
with $793,251 for the previous year. 


Scott Paper Company 

The company reports net earn- 
ings of $1,107,532 for nine months 
ended Oct. 2, compared with $965,- 
233 for the corresponding period a 
year ago. Net sales for the nine 
months were $12,145,000 against 
$10,409,000 for the same months of 
1937. 


Pathe Film Corporation 

Net income for nine months ended 
Sept. 30 amounted to $21,613 com- 
pared with $276,487 for the corre- 
sponding period a year ago. 


Warner Brothers Pictures 

For the fiscal year ended Aug. 27, 
net profit was $1,929,721 compared 
with $5,876,183 for the previous fis- 
cal year. 


Columbia Pictures 
Net loss for the quarter ended 


L. H. Hartman Company, New 
York, which has specialized in liq- | 
our accounts, and Pettingell & Fen- 
ton, 
accounts, have been merged under 


the name of Hartman & Pettingell. | 


L. H. Hartman is president of the 
new agency, and Atherton Pettin- 
gell and Fleur Fenton (Mrs. Pettin- 
gell), are vice-presidents 
rectors. 

Among the accounts being han- 
|dled are Black & White scotch, 


and di-| 


Sept. 24 amounted to $233,612, 
against net profit of $147,311 for the 
September quarter in 1937. 


New York, specialist in fashion | 


Two to Daugherty 


Hans G. Bloch, formerly head of 
|Bloch Advertising Agency, Dussel- 


dorf, Germany, has joined Jimm 
Daugherty, Inc., St. Louis agency, 
las head of the industrial depart- 


ment. William G. Hissey has joined 


Haig & Haig, Gordon’s gin, A. S.|the agency’s art staff. 


Beck Shoe Corporation, 


stein. 


Black Joins Mathes 
J. M. 


| licity division. 


Coward 
Shoe Company and Helena Ruben- 


Mathes, New York, has ap- 
pointed John Black, formerly mer- | 
|chandising editor of Textile World, 
| New York, as a member of the pub- 


¥ 
1S 
| 


| Southern Comfort Corporation, St. Louis, Mo 


ALWAYS 


THE FINEST 
AT 


FAITHORN 
° 


FINEST ENGRAVING 
FINEST TYPOGRAPHY 
FINEST PRINTING 


You can use one or all— and 


just as you wish, but all 


Today there's a one best way in every- 
thing. Faithorn COMPLETE SERVICE offers 
you the best way to produce the mechan- 
ical requirements of your advertising 
—(1) ad-setting, (2) engravings and 
(3) printing —all under ONE roof. Only 
ONE contact and ONE order necessary. 
Faithorn can save you TIME, TROUBLE and 
MONEY. Exceptionally well fitted to sub- 
mit ideas, write copy, prepare sketches 


FAITHORN CORPORATION 


PRINTING 


typographic layouts. Try us soon ! 


are here, ready to serve 
you... Speed, economy 


Ad-Setters - Engravers - Printers 


and satisfaction assured. 


504 Sherman St.,Chicago Phone Wab. 7820 


DAY AND NIGHT SERVICE 
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SING AND BE MERRY 


a *) ~~ 
PEPPERELL MANUFACTURING COMPANY BOSTON. MASS isn 


Pepperell Mfg. Company is using this 

display for its new “sheet music" cam- 

paign built around this specially written 

song in which an ingenious copywriter 

waxes lyrical to glorify the qualities of 
his client's merchandise. 


‘Life’ Completes 
Second Year with 
44% Revenue Gain 


New York, Nov. 29.—Coincident 
with celebration of its second birth- 
day, Roy E. Larsen, publisher of 
Life, announced that the magazine 
has gained 44 per cent in advertis- 
ing revenue this year, with the in- 
crease exceeding $1,500,000. 

Life ended its first year with a 
circulation of 1,600,000 and has now 
climbed to more than 2,200,000, Mr. 
Larsen added. Other _ records 
claimed for the magazines are the 
sale of more copies on the news- 
stands each week than any other 
magazine and more copies every 
month than all other picture maga- 
zines combined. Circulation income 
is more than $10,000,000, including 
$3,500,000 from subscriptions. 

Over 13,000 photographs are pub- 
lished in one year, it is reported, 
with these selected from nearly 


| “stolen idea” 
last week 


1,000,000 submitted from all parts 
of the world. These pictures are 
documented by more than 700,000 
words of text. 


Brewer Named “Star” 
General Manager | 


Hugh G. Brewer has been ap- | 
pointed general manager of the | 
Montreal Star Company, and Bruce | 
Campbell has been named adver- | 
tising manager. 

Mr. Brewer has been with the 
Montreal Star since 1908, and Mr. 
Campbell since 1933. 


Bank Plans Drive 

The Bank of America, San Fran- 
cisco, will advertise its Treasure 
Island branch at the Golden Gate 
International Exposition early in 
January in 425 California news- 
papers, metropolitan newspapers in 
Eastern cities and in Business Week, 
Newsweek, and Time. 


Three to Drum 


The Drum Agency, Detroit, has 
been appointed to handle the fol- 
Wing accounts: Jovon’s Labora- 
tories, Detroit, for a radio and mag- 
ine campaign for Liqua Silk and 


osmetics; Tasty Krisp Popcorn 
Company, Detroit; and Extruded 
Metals, Belting, Mich., brass and 


iminum rods. 


Joins Hirshon-Gartield 
Adele Allerhand, formerly with 
Radio Daily, New York, has joined 
publicity staff of Hirshon-Gar- 
ld, New York. 


SEED INDUSTRY PROSPERS 


Reader survey shows Seed World 
offers advertisers an annual 


HUNDRED MILLION DOLLAR MARKET 


gh its coverage of wholesalers id re 
s who sell seed and other h etic sinueat 
igricultural items to 41,000,000 farmer 
suburbanite customers 


will gladly give you an analysis of this 
as it applies to your business. 


SEED WORLD 


Published every other Friday 
223 W. Jackson Blvd. 


ens 


=, Oe 


Chicago, Ill. 


Gillette Named i in 


Shaving Cream 


New York, Nov. 29.—Another 
case popped up here | 
when Wolff Kaufman 
filed suit against the Gillette Safety 
Razor Company, in United States 
district court, alleging unauthor- 


ized use of a secret process for | 


and asking $250,000 damages. 

The plaintiff claims to have reg- 
istered his shaving cream with the 
New York board of health Aug. 14, 
1934, as “Velva Shave,” and as- 
serts that he conceived the slogan | 
“smooth as velvet” as a promotion | 


‘feature. He makes the enn 
ore after he had delivered a 


sample in an unsuccessful attempt 
} 
Suit on Brushless to sell the product to Gillette, the 


defendant company put a similar 
cream on the market and widely 
| Oa ertised it. 


“Secrets” Adds Pritchard 


George O. Pritchard, formerly 
with Fawcett Publications, 


Magazine 
York. 


Acuff Joins WAAW 


Publishers, Inc., New 


James Acuff, formerly manager 
|of KFKA, Greeley, Colo., has been 
| appointed commercial manager of 
WAAW, Omaha. 


New | 
York, has been appointed Eastern | 
advertising manager of Secrets and | 


making brushless shaving cream, | °° Fiction Group, published by | 


|& Rubicam, Hollywood, 


Argus Color Kit Bows 


Argus-Dufaycolor kit, containing 
full equipment for making color 
photographs and projecting them, 
will be promoted in Collier’s, Life 
j}and The Saturday Evening Post by 
International Radio Corporation, 
Ann Arbor, Mich. Counter and win- 
dow cards will also be used. United 
|States Advertising Corporation, 
| Toledo, O., is the agency. 


Hawaiian Pineapple 


Names Y. & R. for Radio 


Hawaiian Pineapple Company, 
San Francisco, has appointed Young 
to handle 
its radio advertising. N. W. Ayer 
& Son will continue to handle the 
company’s advertising in other 


| media. 


Ring Out the Old... 


WNAC 
WTIC 
WEAN 
WTAG 


Boston 


WNLC 


WSAR 
WNBH 
WHAI 


WLLH 


WLNH 
WRDO 


WCOU 


— 


Hartford 
Providence 
Worcester 


WICC ag 


New Haven 


New London 


WCSH Portland 
WLBZ Bangor 
WFEA Manchester 


Fall River 
New Bedford 
Greenfield 


Lawrence 
Laconia 
Augusta 

j Lewiston 


1 Auburn 


all major New England markets. 


realizations. 


THE YANKEE NETWORK, 


EDWARD PETRY & CO., INC., Exclusive 


New Accounts for 


Thompson Foreign Offices 


The Toronto office of J. Walter 
Thompson Company has been ap- 
pointed to direct the Canadian ad- 
vertising of Kellogg’s Corn Flakes, 
tice Krispies, Bran Flakes, All- 
Wheat and Krumbles. 

J. Walter Thompson’s London of- 
fice has been appointed by Rego 
Clothiers, Ltd., and Dent, Allcroft 
& Co., Ltd., British glove manufac- 


turer. 


Newmyer Resigns 

Arthur G. Newmyer has resigned 
as assistant general manager of 
Hearst newspapers, effective Jan. 1 
to become associate publisher and 
general manager of the Patterson 
ye Neri 


newspapers in Washington, 
He joined Hearst in 1935. 


Ring in the New... 


T'S an olden custom, this ringing of bells at holiday time, and 
yet it reminds us that old days, old ways, are constantly march- 


ing into oblivion to make way for new days, new ways. 


Through the years The Yankee Network has kept pace with the 
march of progress, extending its facilities, perfecting its equipment, 


building and maintaining a coverage so complete that it embraces 


As 1938 merges into history and 1939 appears, challenging 
and bold, The Yankee Network gives cordial greeting to all those 
it has served in the past and pledges to its patrons of the coming 


year every effort to transform 1939's cager aspirations into glorious 


INC. 21 BROOKLINE AVENUE 
L » BOSTON, MASSACHUSETTS | 
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Asks Client Okay 
First on Production 
Cost for Copy 


Billingsley Outlines 
Plan Used by Fuller 
& Smith & Ross 


Cleveland, Nov. 29.—Client ap- 
proval of production costs, based on 
estimates submitted by the agency 
along with rough drafts of copy, 
can do much to dispel a source of 
agency-client friction, it was as- 
serted here today by A. L. Billings- 
ley, president of Fuller & Smith & 
Ross. 

In an interview with ADVERTISING 
Ace, Mr. Billingsley discussed de- 
tails of the plan now followed by 
his agency. 

Client approval of production 
cost estimates, he said, is of par- 
ticular value in the industrial field 
where such costs tend to have a 
disproportionately high ratio to 
space charges. 

Submission of estimates for the 
production costs of advertisements 
is preceded by a careful study with- 
in the agency as to the best division 
of the total estimate among various 
component charges. This includes 
study from a cost aspect as to the 
relative value of lettering, finished 
art work, layout and other factors. 

Agencies in general, Mr. Billings- 
ley said, are more likely to risk 
criticism on charges of excessive 
costs than on accusations of inferior 
work. 

“We never get fired for produc- 
ing advertising that is too good for 
the purpose,” he commented, “al- 
though we sometimes catch plenty 
of hell for the cost. 

“We would have no alibi, how- 
ever, if we accepted art work or 
engravings or printing that the ad- 
vertiser considered inferior. Such 
service would impeach our profes- 
sional judgment.” 


Use Special Form 


The plan outlined by Mr. Bil- 
lingsley makes use of a material 
cost estimate sheet. This includes 
space for first, second and third es- 
timates on all costs involved in 
preparation of an advertisement. 
Approval of the final estimate is 
necessary before a final decision on 
copy is made. 

Considerable control is exercised 
in the agency before the proposed 
copy, plus the estimate, is sub- 
mitted. 

Receiving the rough layout from 
the account executive, the produc- 
tion control department makes 
three copies of a preliminary cost 
estimate. Two of these estimates 
are submitted to the art and pro- 
duction departments for their re- 
spective estimates. 

When these are returned to the 
production control department, full 
data is assembled by the latter for 


_ENDS COST HEADACHES 


A. L. Billingsley, president, Fuller & Smith 


& Ross, Cleveland, who describes his 
agency's method of controlling produc- 
tion costs. 


submission to the account execu- 
tive again. 

The account executive 
able to gain a fairly complete pic- 
ture, not only of the cost for the 
complete advertisement, but a 
breakdown of its individual costs. 
Should the complete cost appear 
out of line with the expenditure 
warranted on the job, further col- 
laboration with the art or produc- 
tion departments usually suffices 
to make a satisfactory arrangement. 

A complete record of the job 
from start to finish is maintained 
by the production control depart- 
ment which acts as coordinator and 
safety valve. As the final draft is 
approved by the account execu- 
tive, final material cost estimate 
sheets are turned over to the ac- 
count executive. Copies are for- 
warded to the client with the lay- 
out; one to be retained and the 
other approved. With all cost de- 
tails on hand, the client becomes a 
party to the decision, knowing very 
closely what the art and produc- 
tion expenditures will be. Thus 
there is little likelihood of a come- 
back when the job is executed. 


Cites Good Will Value 


The finished costs must be closely 
in line with the estimates or the 
control department goes to bat 
jagain. This is rarely necessary un- 
less unforeseen factors enter into 


in COVERAGE 
in the states that are 


Ist in 


Farm Incom 


the contract. The system, accord- 
jing to Mr. Billingsley, not only 
| eliminates argument and maintains 
| the good will of the client, but also 
tends to improve the efficiency of 
the agency. Considerable cutting 
lis often done within the agency it- 
self when such cost estimates are 
available. In short, tne agency does 
ia better buying job, working more 
|closely according to a standard. 

With this system, says Mr. Bill- 
ingsley, it is surprising how often 
ithe client expresses a desire for 
better art and is willing to pay the 
price. Knowing the costs in ad- 
vance brings a new understanding 
and confidence. 


Benson & Dall 


‘Advances Dooley 


Roland J. Dooley, formerly exec- 
utive vice-president, has been 
named president of Benson & Dall, 
Chicago, and will continue as chief 
account executive and client con- 
tact head. O. William Goes, for 
two years copy and _ production 
chief, has been appointed vice-pres- 
ident 

Harry O'Neil, formerly general 
manage! of Consolidated Drug 
Trade Products Company, Chicago, 
has been appointed secretary-treas- 
urer and will be account executive 
and general manager of Consoli- 
dated’s advertising, which is placed 
through Benson & Dall 


Tracy-Locke-Dawson 
Adds Two to Staff 


Tracy-Locke-Dawson has 
Thelma Gaines to its Dallas staff as 
account executive. Mrs. Gaines was 
formerly president of Pan American 
Advertising Agency, Dallas. which 
has been dissolved 

Earle Racey 
Locke-Dawson, 
executive. 


added 


has joined Tracy- 
Dallas, as account 


is thus 


| 
| 
| 


OAI Study Accents 
Potentials of 


Small Town Market 


New York, Dec. 1.—Outdoor Ad- 
vertising, Inc., today released “The 
Main Street Plan,” a new study em- 
phasizing both the importance of 
the small town-rural market and the 
use of poster advertising in reach- 
ing this market. 

This audience comprises 52 per 
cent of the entire population, the 
study asserts, and is of great poten- 
tial value to nearly all commodity 
advertisers in view of the total dol- 
lar volume in sales obtainable and 
in the variety of products which can 
be efficiently marketed. 


Charts Illustrate Distribution 


Photographs and charts, with fig- 
ures quoted from government and 
other authoritative sources, are pre- 
sented to show division of retail 
sales by products, cash farm income 
by states, distribution of the small 
town-rural dollar and percentages 
of home town purchases in typical 
small towns. 

Also stressed is the importance of 
the tourist dollar to the small town 
merchant, with total tourist expend- 
itures quoted at four billion dollars 
annually. 


a 


BRITTANY MOTIF IN SHOE DISPLAY 


The origin of the Brittany leathers used in Bostonian shoes of the Commonwealth 
Shoe & Leather Company, Whitman, Mass., provides a theme for this new travel. 


ing display, one of a series of five. 


The windmill revolves and the stands and 


shields used in the shoe display are covered with actual samples of the leather. 
W. L. Stensgaard & Associates, Chicago, created the display. 


Hazard Adds Foresman 


Donald B. Foresman, formerly 
vice-president in charge of sales 
promotion for Strawberry-Hill Com- 
pany, New York, has joined the 
Hazard Advertising Corporation, 
New York, as account executive. 


Slatshieed Peameted 


Ralph C. Blatchford, on the ad- 
vertising staff of American Optical 
Company, Southbridge, Mass., for 
the past eight years, has been ap- 
pointed assistant advertising man- 
ager. 
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Advertising Is the 
Enemy of Free 
Press, Says Seldes 


New York, Nov. 29.—Advertising 
is the enemy of a free press, in the 
opinion of George Seldes, whose 
new book, “Lords of the Press,” is 
described by its publisher as “an 
unsparing analysis of the owners 
of the leading newspapers, their 
personalities, policies and _ prac- 
tices.” 

Mr. Seldes’ condemnation of ad- 
vertising is included as one of his 
charges that practically the entire 
daily press of this country is con- 
trolled by “big business.” 

The author declares that “the 
test of a free press is its resistance 
to pressures. Money, usually in the 
form of advertising, is still in my 
opinion the medium of greatest 
pressure.” Mr. Seldes further as- 
serts that freedom of the press has 
become a mockery, and that the 
phrase now stands for the special 
interest of the publishers. 


Lauds Consumers’ Union 


Among his “Ten Tests for a Free 
Press,” the author includes pub- 
lication of Federal Trade Commis- 
sion reports and “telling the truth 
about cigarettes and automobiles.” 


Another compiaint registered by Mr. 
Seldes is that newspapers refuse to | 
carry advertisements for Consumers | 
Union, whose “scientific reports are 
frequently at variance with the ad- 
vertisements, and no one can chal- 
lenge their truthfulness.” 

Consumers Union advertisements 
soliciting new members were car- 
ried by the New York Times in 
1936, but none has been accepted 
since. 

Virtually none of the country’s 
leading newspaper publishers es- 
capes Mr. Seldes’ condemnation. 
The American Newspaper Publish- 
ers Association also comes in for 
a substantial measure of criticism. 

“Lords of the Press” is published 
by Julian Messner. 


To Paris & Peart 


Browne Vintners Company, New 
York, has appointed Paris & Peart, 
New York, to conduct a_ special 
merchandising camnaign on Wilson 
whisky in Washington, D. C. White- 
Lowell Company will continue as 
advertising agency for Browne- 
Vintners. 


Crawshaw to Don Lee 


Fred Crawshaw has joined the 
commercial department of the Don 
Lee Broadcasting System. He was 
formerly advertising manager of 


Owl Drug Company, San Francisco. 


Armour Offers 
Utility Package 


in Four Colors 


Chicago, Dec. 1—Armour & Co. 
experienced such a keen demand 
for Star sausage packed in a white 
bowl having many household uses 
that it has improved on the idea by 
offering a similar container in four 
colors—red, yellow, blue and green. 
The new package was recently an- 
nounced in large space in 150 news- 
papers. W. R. Hemrich, advertising 
manager, said another insertion will 
probably appear in January. 

The copy was given additional 
punch in many cities by use of a 
box explaining that Star sausage 
is “Made fresh daily in this city.” 
This localized angle was made pos- 
sible by the fact that Armour op- 
erates sausage plants in 70 cities. 

While the _ colorful, practical 
platonite glass bowl was featured 
in the newspaper copy, Armour also 
took advantage of the opportunity 
to offer housewives unusual recipes. 
Lord & Thomas handles the account. 


Southern Names Noble 
Southern Fertilizer and Chemical 
Company, Savannah, has appointed 
Albert Sidney Noble, New York, to 
direct its outdoor advertising. 


TWO YEAR INVESTIGATION 


EDITORIAL VISION 


For more than 64 years it has been the business of the editors of Engineer- 
ing News-Record to keep their fingers on the pulse-beat of their readers. 
As years go by, times change — reading habits change. Several years ago, 
Engineering News-Record sensed a new trend in the reading habits of its : 
subscribers. This trend, which has been taking shape slowly but surely, 
today has reached a point where the editors believe that something ought 
to be done about it. 


SPECIAL NEWS EDITION 


HEAVY SCHEDULE 


IN SPAIN 


The beauty of a flower garden is soon destroyed 
if attacked by insects. Experienced gardeners 
know this and guard against numerous in- 
sects by frequent sprayings of “Black Leaf 
40,” the insecticide that kills both by con- 
tact and by fumes. This protection is inexpen- 
sive because so little “Black Leaf 40°" makes 
so much spray. Free directions with each bot- 
tle will help you meet your insect problems. 


TOBACCO BY-PRODUCTS & CHEMICAL CORP., 
INCORPORATED - 
lovisville, Kentucky 


Insist on factory 
sealed packages 
for full strength 
3904 


LOOK FOR THE LEAF ON THE PACKAGE 


A total of 4,300 publications will carry 
1939 copy for Tobacco By-Products & 
Chemical Corporation's “Black Leaf 40" 
insecticide. Campbell-Sanford Advertis- 
ing Company, Cleveland, handles the 
account of this Louisville company. 


4,300 Publications 
on List for 
‘Black Leat 40° 


Louisville, Nov 29.—A total of 
4,300 publications are included in 
the 1939 campaign schedule for the 
Tobacco By-Products & Chemical 
Corporation’s “Black Leaf 40” in- 
secticide, it was disclosed here 
this week. The campaign is to con- 
tinue on a budget matching this 
year’s and with but a slight varia- 
tion in theme. 

The 1938 campaign featured 
favorite flowers of famous people; 
the new drive will follow up this 
appeal in portraying famous gar- 
dens of history. This theme ties 
in with copy stressing that the 
beauty of any flower garden is soon 
destroyed if ravaged by insects. 

The schedule includes 12 national 


magazines, seven national farm 
papers, 33 state farm papers, a ma- 
jority of Sunday’ metropolitan 


newspapers carrying a garden page 


Old Time Grocery 


Store Is as 
Dead as the Dodo 


Flack Describes New 
Era in Food Selling and 
Advertising 


New York, Nov. 29.—Business is 
coming back in the food field, 
aided by a new type of man power 
and by new methods of advertis- 
ing and merchandising, Gene Flack, 
trade relations counsel, Loose-Wiles 
Biscuit Company, told the Sales 
Executives Club of New York to- 
day. 

Among the merchandising in- 
novations mentioned by the speaker 
the most significant is the trend 
toward self service. This has been 
a great boon to national advertisers, 
Mr. Flack asserted. He estimated 
that the sale of private brands had 
declined 15 per cent, thanks to the 
new type of outlets. 

Mr. Flack told of the Pennsyl- 
vania grocer who established a flor- 
ist and nursery department in the 
front of his store as a traffic builder, 
and the Texas grocer who added 
a restaurant. Other innovations in- 
clude the installation of whipped 
cream departments, live poultry 
departments, hors d’oeuvres depart- 
ments, slot machines, games of all 
sorts, music, cooking schools, and 
vaudeville acts. Loose-Wiles’ own 
“Sunshine Amateur Hour,” held in 
store windows with neighborhood 
children as actors, is another ex- 
ample. 


Youth Gets Its Fling 


With respect to personnel, Mr. 
Flack declared that the average 
grocery store proprietor used to 
be between 55 and 65 years old. 
Most of the older men are now out 
of the picture, with stores being 
manned by men from 35 to 45, 
trained in modern merchandising 
methods by chain store organiza- 
tions. 

This trend toward younger and 
more intelligent operation of retail 
stores was attributed to the fact 
that an unequalled opportunity 
exists in the grocery business. 
“Where else can a foreign youth 
without even a high school educa- 


and approximately 4,000 small tion open his own business and 
town weeklies. Poultry, sheep, within three years earn an annual 
seed, drug, hardware and general|"¢t profit of $10,000?” Mr. Flack 
store publications will also be used. asked. 

A separate Canadian campaign The trend toward self service 
will include magazines, farm papers has changed the type of selling done 


After two years of exploring reader re- 
quirements through personal and written 
interviews, our editors concluded that the 
subscribers of Engineering News-Record 
would welcome: 1. More news every week; 
2. A greater variety of technical articles; 


To increase our service to the reader, to 
satisfy the demand for commercial infor- 
mation, Engineering News-Record will 
publish on alternate weeks, as an added 
feature, a special News-Edition. Here will 


appear a complete reporting of everything and newspapers. Export trade will 7 P gp srernenangpsae he asserted. 
3. More time for reading. that has current interest. The News-Edi- also be sought in a special drive. ~e salesmen now must act as 
tion will carry no advertising.* Campbell - Sanford Advertising|>USiness consultants to earn the 


Company, Cleveland, is the agency display space they formerly got for 
in charge. the asking. “Go-givers have sur- 
planted go-getters,” Mr. Flack said. 
s Moving pictures and slide films to 
Account to Reiss teach retail salesmen how to sell 
Artistocrat Whipper Company,|more, and meetings at which best 
New York, manufacturer of auto-/| merchandising methods are demon- 
— te — sarees strated to store employes are neces- 
nas appointe eiss Vv sing, | cay " : 
New York, as advertising agency. sary today, he added. 
Business papers and direct mail will —— 


be used. 
FOR BETTER 


NEW EDITORIAL PROGRAM 


This study suggested a basic change in edi- 
torial policy beginning with the first issue 
of 1939 (January 5). From then on, Engi- 
neering News-Record will publish 26 is- 
sues each year featuring technical articles 
combined with the timely news of the pro- 
fession; and 26 other issues devoted exclu- 
sively to news, construction reports, unit 
bid prices and proposals which are needed 
every week. The two types of issues will be 


GREATER ADVERTISING IMPACT 


Important by-products of this editorial 
plan are increased benefits for the adver- 
tiser. The reader will be exposed to your 
sales message for a longer period of time. 
Every advertiser in Engineering News- 
Record can now automatically use ade- 
quate space at reasonable cost. (There's 
no increase of advertising rates). 


* , WABI Joins CBS 
: blished al tely, th k. 
Ke ssh in i aan A TIMELY MOVE FOR BIGGER SALES WABI, Bangor, Me., will become WINTER POSTING 
ee : , , : a full-time Columbia Broadcasting fp ’ 
» Fas GREATER TECHNICAL ISSUES + NEWS The engineering construction market is System outlet Dec. 11. WABI op- Yypecify 


ascending ...is ahead of a year ago. Statis- 
ties and qualified forecasters predict the 
first six months of 1939 will see activity of 


erates on 1200 kilocycles with power 
of 250 watts daytime and 100 watts 4 
nighttime. This will be its first 
network affiliation. 


NBC Drive for Crackers 


The news-technical issues, besides a more 
thorough coverage of the news, will con- 
tain more articles than at present are found 
7 in two issues of Engineering News-Record. 
They will cover a wider range of topics. 


boom proportions. Capital ready for new 
construction is 68% higher than a year ago 


A But, because reading time must be con- ..a sure barometer of increasing activity. National Biscuit Company, New VAC-CUP-BAC 
served, the technical articles will be writ- The new publishing plan is tuned to a York, has launched a campaign for POSTER PAPED 
q ten in a new condensed, fast-reading style. _ rising market. Sunshine soda crackers in 125 
, newspapers in eight Western states. 
*No advertising, except the three covers: inside front, inside back and back cover. we ee eee R E D U C E S 
Write for additional information to: Presbrey Resigns L 
| ENGINEERING NEWS-RECORD Frank Prestrey Company, New) UNSIGHTLY 
° York, has resigned as advertising 
agency f National Silver Com- 
if A McGraw-Hill Publication ~ New York. F L A G G I N G 
Sf) 330 West 42Np Street, New York, N. Y. Ad omer 
y Published weekly for the reader Published bi-weekly for the advertiser oe igo co. 
owar . Newton, o — * 
Mathes, New York, has been ap- | (ijbssilidsemsssslidilestiialiissisibemeeiéeid 
pointed assistant to W. J. Weir, | Bissiaeeaeeene at Wester Orie, Cotage, 
Prom rte basen, Pate Pe States Swe, Sas Fromme, Ct 


copy director. 
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ADMEN INDULGE IN SKULL SESSION 


IARKS THE SPO 


4 oe See 
t/ fee 


ae Ng 


To keep up with bigtime football developments, the Advertising Club of Boston 
invited Arthur Sampson (left), gridiron authority, to give members some inside 


dope. 


Oliver M. Drummond (center), Crowell Publishing New England repre- 


sentative and president of the club, apparently takes the subject seriously. The 
same can be said for Edmund S. Whitten, Boston agency president. 


Ideal Moves 


Ideal Publishing Corporation, 
New York, publisher of Modern 
Movies, Personal Romances and 


Movie Life, and Bilbara Publishing 
Company, publisher of Peek, have 
moved to 122 E. 42nd street. The 
telephone number is MUrray Hill 
3-4445. 


Cormier Leaves WINS 


Albert A. Cormier has resigned 
as vice-president of Hearst Radio 
and general manager of WINS, New 
York, effective Dec. 5. No successor 


has been appointed. 


Charles Gets Nail Polish 


Charles Advertising Service, New 
York, has been appointed to handle 
the promotion of Theon nail polish 
for Theon, Inc., New York. Sale of 
the product has heretofore been 
confined to beauty shops. 


“Bandwagon” Appears 


Trojan Publishing Company, New 
York, has issued Bandwagon, a 
monthly pictorial magazine directed 
at the popular music market. A 
“song-of-the-month” award will be 
a regular feature. Subscription rate 
is $1 a year, 10 cent* a copy. 


Ask any one of the big national advertisers who have 
tapped “A” Market U.S. A. Ask any of the retailers 


who advertise regularly in 


“A” Market like a Christmas tree. 


the one paper that covers 
They'll all assure 


you, Virginia, that the prodigality of Christmas lasts 


the year 


round in the land covered by the Nassau 


Daily Review-Star—Metropolitan Long Island. 


Standard Rate and Data Listing: Hempstead 


Freeport. 


Lynbrook 


Executive Offices: Rockville Centre, N.Y. 


_ Getting Personal _ 


Ellis C. Baum, v.p., Continental Baking Company, is a jokester 
par excellence. His dialect stories had the Thanksgiving meeting 
of the Sales Executives Club of N. Y. in stitches. .. Louis Ruthenburg, 
head of Servel, now bears the title of ‘“Evansville’s (Ind.) most out- 
standing citizen of 1938.” He was so dubbed as a result of his 
activities in industrial relations, stabilization of employment, and 
safety promotion. . . 


An office romance led to the altar for two pillars of Compton 
Advertising’s radio dept. Hal E. James, program mgr., and Florence 
K. Sperl, casting director, made 
it a pair on Thanksgiving Eve. bs 


They are honeymooning in Puerto ENJOYS RELAXATION 


Rico for a fortnight. . 


More than 700 business as- 
sociates gathered to honor James 
F. Nathan, assistant to the first 
v.p., Western Union Telegraph 
Company, when he retired after 
50 years of service to the com- 
pany. W-U speakers included 
Newcomb Carlton, board chair- 
man, R. B. White, pres., J. C. 
Willever, first v.p., and B. D. 
Barnett, asst. v.p. Andrew J. 
Haire, the business paper pub- 
lisher and prexy of the Rotary 
Club, was another speaker. . . 


Wm. H. Weintraub, co-pub- 
lisher of Esquire, presided at an 
Ad Club dinner to honor Ben- 
jamin J. Buttenwieser, head of 
the N. Y. Federation for the 
Support of Jewish Philanthropic 
Societies. Featured speaker was 
the omnipresent Bruce Barton, 
who declared that the “father of 
the federation,’ Felix M. War- 
burg, was his agency’s first client. 
A bill for $1,000 for services ren- 
dered was answered by payment 
of $1,500... 


E. M. Finehout, advertising 
and sales boss of Los Angeles 
Soap Company, has spent his en- 
tire business career with the 
maker of White King soap. He 
started in 1902 as a factory em- 
ploye, and rose to his present post a decade ago... . 

H. G. E. Greville, managing director, All Counties Publishing 
Company, a London agency with an annual business of $2,000,000, 
has returned home after a 10-day stay in Manhattan. . . Walter J. 
Weir, copy chief for J. M. Mathes, once bossed a surveying gang, 
taught school, and was a vaudeville hoofer. 
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Lewis Allen Weiss, 

general manager of the Mutual-Don Lee 

Broadcasting System, forgets business for 

a couple of days on the Del Monte, 
Calif., golf course. 


vice-president and 


Will J. Feddery, Cleveland rep. of Hardware Age, is a fight fan 
and judge. The Boxing Commission of the Ohio American Legion 
recently voted him “Champ of Boxing Judges,” and awarded him a 
handsome trophy. . . John B. Leypoldt, an ad solicitor for The Satur- 


day Evening Post, has revealed his engagement to a Massachusetts 
nurse... 


Carlton Douglas, advertising executive of Colgate-Palmolive-Peet 
Company, was enroute to a sales meeting around Christmas last year 
when he struck up a conversation with a stranger in the club car. 
Douglas learned that the stranger was radio’s original question-and- 
answer man, but soon forgot the incident. Recently, the Colgate 
executive dropped in on a rehearsal of one of his radio shows, the 
Colgate dental cream Ask-It Basket, to meet the program headliner, 
Jim McWilliams. To his surprise, the question-and-answer man asked 
if he hadn’t made a trip South a year ago, and recalled the club car 
conversation. Some memory, Douglas thinks. . . 


Russell E. Pierce, editorial director of Cecil, Warwick & Legler, 
is business manager of Lou Nova, former amateur heavyweight champ 
of the world and now a prominent contender for the pro title. Nova 
fights Farr Dec. 16... 


Coming all the way from Norway to marry an art director, Ingrid 
Munthe, of Oslo, was wed to Rex Parkin, of Erwin, Wasey & Co., 


Chicago, Nov. 18. The ecstatic couple honeymooned in the Great 
Smokies. . . 


William A. Dwiggins, well-known typographic designer, was 
honored by the Society of Typographic Arts in Chicago by being 
named an honorary member. . 

Harold R. Deal, advertising and sales promotion manager of the 
Associated division of Tide Water Associated Oil Company, and former 
president of the San Francisco Advertising Club, was responsible for 
the record attendance of 500 at the club’s annual football day 
luncheon, before the game between California and Stanford Uni- 
versities. He prepared the program... 

Speaking of football, Prof. Fred A. Russell, chairman of the 
University of Illinois athletic board which was interested in ousting 
Coach Zuppke, teaches several courses in advertising. 

Henry Haupt, of BBDO, Minneapolis, and William Todd, Hormel 
s. m., are on a business trip through the Northwest bound for the 
West Coast. . . Harry K. McCann, president of McCann-Erickson, is 
in Hollywood checking up on the Dr. Christian radio program. . . 

Mike Lebensburger, Kuppenheimer a. m., and his horse had a 
serious falling out last weekend, with the former nursing a few not 
serious bruises. He says it’s the fifth time, but points out that in 
view of considerable riding, five spills may be no more than the 
number guaranteed by the law of averages... 

Another traveler is Martin B. Campbell, g. m. of WFAA, Dallas, 
who is on a ten-day trip to Washington, New York, Chicago and St. 
Louis. . . V. I. Minahan, publisher of the Press-Gazette, Green Bay, 
Wis., has been appointed by Gov. Philip LaFollette to the governing 
board of a newly created state department of social adjustment. . . 

Paul W. McAuliffe, of Winter & Winter, Cincinnati public rela- 
tions counselor, walked down the middle aisle with Margaret L. Mylet 
in St. Gabriel church, Glendale, O.. . 

Percival White, of Market Research Corporation, sends early holi- 
day greetings from ‘way up in Rockefeller Center, New York. . . 


| 
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Merits of British 
Copy Elicit 
Conflicting Views 


London, Nov. 17.—British adver- 
tising was the recipient of both 
praise and criticism during the past 
week here, with the comments ap- 
pearing particularly notable because 
of their sources. 

The praise came from the Duke 
of Kent in an address to the Adver- 
tising Association. The criticism 
was sounded by W. Buchanan- 
Taylor, advertising and publicity 
manager of J. Lyons & Co., the 
famous restaurant chain, who spoke 
before the Publicity Club of Lei- 
cester. 

The Duke emphasized both the 
public’s trust in advertising copy 
and the high quality of advertised 
products. 

“It is obvious,” he said, “that an 
article widely advertised must be 
of the quality which the advertise- 
ment claims if it is to hold its own 
in a free market. This has encour- 
aged the public to trust advertise- 
ments which they read. They are 
seldom disappointed. 

“I think this state of affairs is 
due very largely to the principle 
that underlies all British business— 
that it is quality which counts.” 

Mr. Taylor’s criticism was of 
American influence in British copy, 
a technique which he said “pro- 
jected a system of sales promotion 
which belongs to non-sophistication. 
In spite of the traditional sophisti- 
cation of the British, we are grad- 
ually becoming Americanized in our 
outlook.” 

Responsible for this change, Mr. 
Taylor said, are films, news pre- 
sentation methods and “the glamor- 
ized type of advertising seen 
every hand.” 

It is possible, he said, “that the 
best advertising from the United 
States has not come our way. We 
have had mainly the advertising 
formulae which have sold things to 
a public so ready for something new 
that it will accept almost anything 
written about plausibly.” 

And—in contrast to the Duke's 
comment—Mr. Taylor warned of a 
definite danger of government con- 
trol unless there is a clean-up in 
advertising. 


on 


Hupp Motor Gets 
$900,000 RFC Loan 


The Reconstruction Finance Cor- 
poration has approved a loan of 
$900,000 to Hupp Motor Car Corpo- 
ration, Detroit. 

The loan will be used to expand 
production facilities for the Hupp 
Skylark, the 115 inch-wheelbase 
Six. 


Starts National Campaign 


Eclipse-Needles Company, Phila- 
delphia, will launch its first national! 
consumer campaign for Fruit-of- 
the-Loom men’s shirts and pajamas 
February magazines to carry initial 
copy include Collier’s, Esquire and 
Life. Peck Advertising Agency, 
New York, has been appointed to 
handle the promotion. 


PANTRY 
SURVEY 


IN 
JEWISH HOMES 
AVAILABLE 


Send for representative. 


WLTH 


New York 
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Mattress Makers 
Find Themselves 
Forgotten Men 


Survey Shows Little 
Thought Devoted to 
Sleep Problem 


Chicago, Nov. 30.—In placing 
their O. K. on a modest publicity 
educational campaign, leaders of | 
the National Association of Bedding 
Manufacturers today emphasized 
that this effort is not regarded as a 
substitute for advertising, and that 
promotion of individual companies 
is likely to be expanded in 1939 
to take advantage of the favorable 
background to be established. About 
$25,000 will be spent for publicity, 
with members contributing accord- 
ing to their annual volume. Law- 
rence H. Selz Organization will han- 
die the assignment. 

The endorsement of the campaign 
by the association followed exposi- 
tion of a survey which revealed 
that the average housewife knows 
virtually nothing about bedding, 
being unable to hazard an intelli- 
gent guess as to how much a quality 
bed should cost or how long it 
should last. Women’s magazines 
and women’s pages of newspapers 
have printed practically nothing on 
this subject, it was asserted, in spite 
of the fact that everyone spends 
one-third of his life in bed. 


Publicity to Start 


; of 
/302 in the lower middle class, and 


98 in the lowest class. 

The survey indicated that the 
average American family owns 3.75 
mattresses. The figure varies only 
slightly in any population or income 
group. The average number of pil- 
lows is 7.36 per home. Ownership 
of springs tends to correspond with 
that of mattresses. The study of 
the age of this sleeping equipment 
showed an almost total lack of 
standards among housewives. Nearly 
20 per cent of the mattresses are 
16 years old or over, and 32 per 
cent of the pillows are 25 years 
old or more. Only 20 per cent of 
the mattresses discarded by house- 
wives are desiroyed, the remainder 
being sold or given away and thus 


are likely to be re-used. 


— 
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The publicity campaign received | 
a glowing testimonial from L. P. | 
Bull, Story & Clark Piano Com-| 
pany, Chicago, and president of the 
National Association of Piano Manu- 
facturers, based on that industry's | 
experience. He pointed out that | 
publicity, like advertising, stimu- | 
ates thought about redesign and | 
ther methods of attuning an in- | 
dustry to the march of progress. | 
The resulting prosperity of the trade | 
nevitably results in a larger volume | 
f advertising by individual mem- 
bers, he added, and sometimes leads 
to an industry campaign. When the | 
plano trade embarked on its pub- | 
licity effort several years ago, an | 
advertising campaign could not 
have been financed, he said. He | 
commented on the space accorded | 
the piano industry in recent years 
both by magazines and newspapers. 


Interview Housewives 


The consumer investigation con- 
sisted of personal interviews with 
800 housewives, divided as follows: 
Chicago, 300; Springfield, Mass., 
200; Elmira, N. Y., 200, and Bur- 
lington, Wis., 100. It was explained 
that a sample of 800 carefully 
selected questionnaires has a possi- 
ble potential of error of only 5.31 
per cent. Of the 800 families, 94 
vere in the highest income brack- 
ets; 302 in the upper middle class; | 
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PHOTOGRAPHIC 
ILLUSTRATIONS, INC. | 


Chicago, 143 N. Wabash Ave. Franklin 0074 
‘ew York, 599 Fifth Ave., Eldorado §-8580 
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@ If you have not received your copy of 
“Oklahoma City’s Ten Years Among The 
by December 15. a request on 


Derricks’’ 
your letterhead will 


Austenal Insert 
Serves to Start 
Direct Mail Drive 


Chicago, Dec. 1.—Austenal Lab- 
oratories, maker of Vitallium for the 
dental profession and recipient of 
one of the 50 Direct Mail Leader 
awards last year, today completed 
a special promotion which involved 
the use of an eight-page color in- 
sert in Dental Digest as the initial 
piece in a new direct mail cam- 
paign. 

Austenal appears as sponsor of 
the magazine insert, although one 
of the eight pages listed all its 
Vitallium distributors. In making 


plates were changed so that copies 
for direct mail use would bear the 
imprint of the distributor sending 
the piece. 

Page size of the insert was some- 
what smaller than that for the 
other pages of the magazine. This, 
plus its position in the center, 
helped greatly to increase reader- 
ship to nearly 100 per cent, accord- 
ing to John Mannion, Austenal ad- 
vertising manager. 

Mr. Mannion emphasized that the 
entire theme of this campaign is 
new in this field. It represents, he 
added, a continuation of a _ policy 
launched by Austenal six years ago 
of consistent and systematic ad- 
vertising for Vitallium. 

Since adoption of this more ag- 


bring you a copy. 


Address: Advertising Manager, The Okla- 
homan and Times, Oklahoma City, Okla. 


THE OKLAHOMA PUBLISHING CO.: 


Mannion said sales have increased 
'from 50 to 100 per cent each year. 
| Save for the distributor imprint 
|instead of the Austenal name, the 
direct mail piece is exactly the 
same as the insert which appears in 


the magazine. It will be sent to 
all customers on the distributors’ 
| lists. 


It is perforated for filing, with 
the announcement being made that 
subsequent reports relating to simi- 
\lar technical developments may be 
| added to form a complete file. 


Two Join Townsend 


| Gillette Safety Razor Company, 
| Boston, and the Andrew Jergens 
|Company, Cincinnati, have joined 


over the to 


Oklahoma City 


homa City fields alone have 


} —_ ~~) 
useful addition to your factual file 


THE DAILY OKLAHOMAN 
OKLAHOMA CITY TIMES 


OKLAHOMA 


@ On December 4, 1928. people jammed the roads 
for fifteen miles to see the first barrel of oil spew 
of The 


Discovery Well in the South 
Now—ten years later—Okla- 
roduced a multi-fortune 


field. 


of more than 436,607,022 barrels of black gold. 

- } po ea Pikes sae -. ©9 106 ome) 
® Ten year oil production value in Oklahoma City area is $2,196,152,990 
This jc jiIet ON {f the - 71n¢ fel o nent facte conc - e Okla - 
nis 1s just one o! the amazing and pertinent tacts concernin jy Oxlanoma 
City and her oil industry as presented in the Oklahoman and Times 1938 
Market Book—now off the press. Thirty-six pages are devoted to researchful 
information, pictorial charts and maps, pictures and evidences of growth 

They tell a story of the Oklahoma City market as the advertiser and man 

acturer want to know it in barrels of oil bushels of wheat... milli 
f dol] c mac - of | lV > le The rye ¢ » * ? > 
O ollars ana es Oo! buying people inese iges te é 
Oklahoman d Times are the dominant advertising media ir dominant 
Oklahoma City market how advertising dollars become sales dollars. A 

copy of “Oklahoma City’s ong lerricks be a 
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Representative - The Katz Agency, Inc. 


WKY — THE FARMER-STOCKMAN — MISTLETOE EXPRESS — KVOR, Colorado Springs 
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Coca-Cola Strategy 
in Sales, Marketing 
Pushes Profits Up 


Advertising Expenses 
Listed at $7,000,000 
in 1937 


New York, Dec. 
Company, as pictured today in 
Fortune, may justifiably rest its 
claim to uniqueness on a_ 1937 
record which shows advertising ex- 
penditures of $7,000,000; gross sales 
(money paid in consumer purchases 
of the beverage) of $283,000,000, 
and a net income of $24,680,000. 
Net income, incidentally, was 
nearly twice that for 1929, and is 
expected to be still larger in 1938. 

The Fortune story, however, lists 
many other factors in this com- 
pany’s 52 year history, not the least 
of which are some seemingly un- 
usual concepts of advertising and 
marketing techniques engineered by 
Robert W. Woodruff. 

Mr. Woodruff became president 
in 1923, a post which he still holds. 
His father, Ernest Woodruff, had 
acquired control of the company in 
1919, paying the Candler interests 
$25,000,000. 

The younger Mr. Woodruff’s 
treatment of an admittedly sick 
company included “firing” all of 
its fountain salesmen and institut- 
ing a new advertising policy. This 
policy is notable for its omission of 
the maxim that copy, to be effec- 
tive, must vigorously arouse desire 
and create action. 


Availability, Major Aim 


Mr. Woodruff has believed from 
the start that Coca-Cola need only 
be attractively available to be sold. 
Thus copy is pleasant and agree- 
able and emphasizes such phrases 
as “The Pause That Refreshes,” 
rather than a possible stress upon 
the easy digestibility of the bever- 
age’s sugar content. 

Although viewing the consumer 
market as one which could be won 
without arguing the merits of Coca- 
Cola or urging greater consump- 
tion, Mr. Woodruff made a more 
positive bid for cooperation of the 
“industry” in reaching this market 
by appealing almost exclusively to 
the profit motive of the distributors. 

Organization of this Coca-Cola 
“industry” springs from the com- 
pany’s sirup plants. This sirup goes 


1.—Coca-Cola 
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LATEST WRINKLE IN INSURANCE MERCHANDISING 


Mickey’s master is “sold on” 
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Hartford Accident and 


and the HARTFORD FIRE INSURANCE COMPANY write practically 
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It protected him against a loss 
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Hartford, Connecticut 


Emphasizing the possibilities of loss as the first factor in working out an insurance program, Hartford Accident and Indemnity 
Company is starting a new campaign in national magazines, the first insertion of which, a spread, is shown here. 


into two channels, leading ulti- 
mately to the bottle in the consum- 
er’s hand or the glass on the soda 
fountain. 

Some 1,900 wholesalers distribute 
it to about 100,000 fountain opera- 
tors. This part accounts for nearly 
30 per cent of Coca-Cola’s sales in 
the United States. 

The remaining sirup is billed 
through six “parent bottlers” to 
1,100 independent bottlers, selling 
to 1,100,000 dealers who sell to the 
public. 

The essence of Coca-Cola itself, 
which is added to the sirup, re- 
mains a mystery to all but a chosen 
few. It has been established, how- 
ever, that this essence—often set 
forth as the key to the gigantic in- 
dustry—contains no cocaine what- 
soever and much less caffeine, 
when mixed with the usual amount 
of water, than a cup of coffee. 

Production was not the major 
problem when Mr. Woodruff took 
charge of the company, although 
fluctuating sugar prices had caused 
some trouble. His major task was 
to interest the “industry” in the 
profit possibilities of the beverage. 

Fountain operators, the story re- 
lates, felt no gratitude toward the 
company in providing a _ readily 
salable beverage. To them it was 
but a necessary evil, something 
that they had to carry to satisfy 
consumer demand. 

An initial move in changing this 
attitude was the “firing” of com- 
pany salesmen. They were then 
rehired as service men and assigned 
to new territories. The present 
force numbers 230. 


Service Man’s Duties 


They travel with thermometers, 
rather than order books, approach 
the fountain operator by purchas- 
ing a drink of their company’s 


product. It’s immediately tested 
for temperature. If the tempera- 
ture isn’t right, the service man 


has an effective entree for the job 
of investigation and persuasion on 
his hands. 

In brief, this service man’s job 
is to sell and keep sold Coca- 
Cola’s profit potentialities. Func- 
tioning as a technical expert, he 
also offers the newest in company 
displays. The latter are designed 
as much for beautifying the store 
as for advertising Coca-Cola and 
some of them prove so attractive 
that the service man has a difficult 
job in persuading the operator of 
the fountain to discard them at a 
later date for newer displays. 

Recent moves to increase the 
profit available to fountain opera- 
tors include a price reduction on 


smaller packages of sirup, encour- 
aging sale of smaller quantities and | 
quicker turnover. 

Another move is the development | 
of the automatic dispenser, a bright | 
red box sitting on the counter and | 
connected with the regular foun-| 


tain line. Made and sold by the | 


Dole Valve Company, Chicago, 
these boxes provide constant tem- 
perature and correct serving of 
Coca-Cola and incidentally increase 
the druggist’s profit in affording 
a more careful measurement of the 
sirup. The boxes are sold to drug- 
gists for $88. 

On the other side of the business 
are the bottlers. All save 25 of the 
1,094 are independent businessmen 
whose investments range from sev- 
eral thousands to several millions of 
dollars. They include such well 
known figures as Bobby Jones who 
operates the plant at Pittsfield, 
Mass., and Turner Jones (no rela- 
tive) who resigned in 1937 as vice- 
president of the cempany to take 
over a bottling plant in Maine. 

Mr. Jones was apparently look- 
ing for a hard nut to crack. Ac- 
cording to this article, he saw “the 
dismally low Coca-Cola per capita 
in Maine as a personal challenge to 
convert Maine to the tastes of the 
Solid South.” 

New merchandising devices have 
also been important to the bot- 
tlers, Fortune points out. Among 
them are the familiar red coolers. 
Made by Westinghouse in Massa- 
chusetts and Cavalier Corporation 
in Tennessee, these coolers have 
been sold to 40 per cent of the 
1,100,000 retail dealers. 

Still more self reliant is the coin 
machine vendor. These are owned 
by bottlers who may or may not 
split the retail profit with com- 
panies on whose premises the ma- 
chines are located. Some 8,000 of 
these machines (with slug ejectors 


optionally provided) were put out 
last year. 


Home Carton Scores 


A third merchandising device is 
the six bottle carton, introduced in 
1936 and designed of course to 
stimulate consumption in the home. 
Sampling has been extensively and 
successfully used in furthering this 
type of sale and Fortune reports 
that some bottlers are already find- 
ing that cartons account for 20 per 
cent of their sales. 

Vice-president Harrison Jones is 
pictured as the director of the “‘con- 
stant barrage of merchandising 
aids” aimed at bottlers month in 
and month out. Outdoor posters 
are supplied free each month, the 
bottler paying but one-half of the 
space charge. Singin’ Sam records 
are also at his disposal for local 
radio broadcasts, plus a variety of 
newspaper cooperative campaigns. 


a beverage under a similarly allit- 
erative name. 

Current competitors number 
about 70. Of these, it is held that 
only two are of much significance 
insofar as actual competition is con- 
cerned. A third competitor is Dr. 
Pepper, excluded from the first 
group because its name is in no 
way suggestive of Coca-Cola. 

Pepsi-Cola is one of the most 
vigorous rivals of Coca-Cola in a 
struggle mirrored to some extent 
by three pending lawsuits, plus a 
legal tangle on Pepsi-Cola’s side of 
the fence as to its rightful owner. 

Sales of the latter beverage, how- 
ever, are believed not to exceed 
one-tenth of Coca-Cola. Pepsi- 
Cola’s sales are best in large cities 
and apparently its gains also serve 
to stimulate Coca-Cola sales. The 
article reports that a vigorous 
Pepsi-Cola drive in New York has 
been accompanied by a more than 
100 per cent gain for Coca-Cola 
during the past three years, adding, 
“It may be that competition is just 
what Coca-Cola has needed.” 

D’Arcy Advertising Company, St. 
Louis, has the Coca-Cola account. 
Price Gilbert, Jr., is advertising 
manager. 


“Journal” Employe 
Ownership Plan Successful 


With further broadening of its 
employe ownership plan by the 
Journal Company, Milwaukee, pub- 
lisher of the Milwaukee Journal 
and operator of WTMJ, 85 per cent 
of the station’s staff now own stock 
units. 

The employe ownership plan, set 
up a year and a half ago, has 
worked out so satisfactorily that 
employes can own 40 per cent of 
the company’s stock and 700 em- 
ployes will become owners. 


Printer Adds Thompson 


Bradbury Thompson has been ap- 
pointed art director for Rogers- 
Kellogg-Stillson Company, New 
York. He was formerly with Cap- 
per Publications, Topeka. 


Triggs Joins R&R 


L. F. Triggs has resigned as copy 
director of Charles Daniel Frey 
Company, Chicago, to join the copy 


Motion Pictures Used 


Added to these are a variety of 
store displays, tavern menu boards, 
enamel signs and decorative metal 
assemblies. Motion pictures are 
used both for sales training of the 
bottler’s staff or, as in the case 
of films on such subjects as general 
selling technique or automobile 
safety, for public showing under 
company sponsorship. 

Not the least important of Coca- 
Cola’s departments is its legal staff. 
Company reports show that about 
1,000 individuals or companies have 
attempted to cash in on Coca-Cola’s 


popularity, usually through offering 


staff of Ruthrauff & Ryan, Chicago. 


MEDIA SERVICE, INC. 


60 East 42nd Street, N.Y.C. 
Through its intimate contacts 
with advertisers and agencies 


SELLS SPACE 


Acting as eastern advertis- 
ing managers and staff 


for LEADING PUBLICATIONS 


YES, WHY DO YOU RECOMMEND 
IT EVERY CHANCE YOU GET? 
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Kendall Mills 
Adds Nursery Mask 
to Curity Line 


Walpole, Mass., Nov. 29.—Kendall 
Mills division of the Kendall Com- 
pany has introduced, as part of its 
Cunrity line aq Nursery Mask de- 

duce the danger of in- 
colds and other breath 
ia. 

device will be adver- 
egular schedule for the 
line and will also be 
‘ough a special display 


packaged in a glassine 
designed for wear by 
mother or nurse. It is 


nilar in appearance to 
g mask worn by sur- 


TITLE 
COMPANY. 


n New Post 


STREET ADDRESS. 


1. Kelleher formerly 
cord, Troy, N. Y., has 
les staff of Noee, Roth- 


in, New York newspa- 
ative. 


times Dowd 


U. S. and Canada, $1 per year. Foreign, $3.50 per year. 


ial 


California Packing Corporation has adopted this practical device to keep dealers 

informed of various advertising campaigns scheduled for national magazines. 

Length of each pennant suggests “normal life of each magazine.’ The advertiser 

explains that “because selling power is greatest when the ad first appears, pen- 
nant is widest at that point.” 


Set Producers, 
Broadcasters Plan 
Joint Campaign 


(Continued from Page 1) 
president of the RMA, which like 
the NAB, maintains headquarters in 
Washington, D. C., said today that 
the agreement gives the NAB au- 
thority to employ any advertising 
experts, script writers or other tal- 
ent it needs to execute the campaign 
finally decided on. 

Who Will Get It? 

He denied that radio will neces- 
sarily get the lion’s share of the ap- 
propriation. Other observers, how- 
ever, asserted that the NAB would 
hardly be likely to overlook the op- 
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models. High class photography. Used 
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EYE*CATCHERS, Inc. 
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portunity to prove that radio can 
do a selling job without assistance. 

The radio manufacturers, despite 
their pledge to raise a large sum, 
have not determined the basis on 
which members will be assessed. 

Though the project campaign en- 
grossed the directors of the RMA at 
today’s meeting, they took time out 
to formulate television standards for 
presentation to the Federal Com- 
munications Commission. Other en- 
gineering standards have already 
been submitted, the matter of com- 
mercial yardsticks being regarded 
as a question for the future. 


NAB Committee 
Named to Study 
Self-Regulation 


Washington, D. C., Dec. 1—Mov- 
ing to execute recent recommenda- 
tions of President Neville Miller 
that the broadcasting industry adopt 
a program of self-regulation, the 
National Association of Broadcasters 
this week appointed a special com- 
mittee of high-ranking executives 
to map a definite platform. 

Mr. Miller said the duty of the 
committee will be “to recommend 
procedures leading to self-imposed 
regulation of American radio and to 
develop program standards.” 

The committee, representing 
every branch of the industry, is 
made up of Edward Klauber, exec- 
utive vice-president, Columbia 
Broadcasting System; Lenox R. 
Lohr, president, National Broadcast- 
ing Company; Theodore C. Strei- 
bert, vice-president, Mutual Broad- 
casting System; Paul W. Morency, 
WTIC, Hartford; Edgar L. Bill, 
WMBD, Peoria; Ed Craney, KGIR, 
Butte; and Mr. Miller. 

The committee will initiate a se- 
ries of meetings in New York Dec. 
5, and report its findings to a meet- 
ing of the board of directors of the 
NAB in Washington Dec. 12-13. 


Home Laundry Equipment 
on Exhibit in January 


An exhibit of the newest in home 
laundry equipment will be sponsored 
by the American Washer & Ironer 
Manufacturers’ Association at the 
Stevens Hotel, Chicago, Jan. 8-14. 

The association has launched a 
business paper and direct mail cam- 
paign to promote the show. Mel- 
drum & Fewsmith, Cleveland, is the 
agency. 


»wd, Inc., Boston, has 

:d to handle the adver- 
using itor marvard Brewing Com- 
pany, Lowell, Mass. 


CARTOON STYLE FOR NEW 


SPECIAL WINTER 
1) sd 


x2) 


Pure Oil Company swung over to use of a cartoon technique in this new 24-sheet 
poster. Leo Burnett Company, Chicago, is the agency, with Edwards & Deutsch 
Lithographing Company, the producer. 


Canadians Start 
Apple Drive; Test 
English Market 


Vancouver, Dec. 1.—A two-month 
advertising campaign, involving an 
expenditure of $20,000, was launched 
today by growers and produce brok- 
ers in an effort to move a bumper 
crop of Okanagan apples. The drive 
wiil blanket the four Western 
provinces of Canada and will em- 


ploy newspapers, radio, outdoor and 


——_] 


window displays. At the same time, 
a test will be conducted to sound 
out the market for Canadian apples 
in England. Supplementing a Do- 
minion appropriation of $40,000 to 
advertise apples abroad, local inter- 
ests have contributed $6,000 for 
British Columbia fruit. Test copy 
will be used in Liverpool. 


WCKY Gets More Power 


The Federal Communications 
Commission has authorized Station 
WCKY, Cincinnati, to increase its 
power from 10 to 50 kilowatts. 


Pina 7s 


"Now here's the kind of testimonial", 
Says, picking up a new Fitzpatrick Bros. contract, 
"that makes sense. Just a good, a real good, signature 
on the dotted line". 

We catch on. And we' 
It's like this: 


Here at WBBM we've got a pretty hard-boiled 
little guy in the accounting department who's inclined 
to sniff slightly at the common garden variety of 
testimonial. He thinks most of them should be plowed 
under. 


he 


re glad to pass it on. 


Fitzpatrick Bros. make soap——Kitchen 


Klenzer, Automatic Soap Flakes, Big Jack Laundry Soap. 
And the soap field just bubbles with competition. 


In October 1936 Fitzpatrick Bros. signed on 


Fitzpatrick Bros. 


the dotted line for six fifteen—minute’shows a week 
on WBBM. February 1937 they signed again—a renewal. 
November 1957 they signed again for a new show— 


Total, nine shows weekly. February 1938 they decorated 
the dotted lines again—renewals, 


for both shows. 


news show, and continuing the original six-a-week 


have never told us what 
sales increases they've enjoyed from using WBBM. But 
they've furnished our files with potent evidence of 


That pulling-—power is WBBM's unique audience 


leadership. Why not let it sell for you? 


oe 


and operated by the Columbia Broadcasting System. 


Owned and ope: 


~~ 


RADIO SALES: New York, Chicas 
it, Milwaukee, Charlotte, N. C., Los Angeles, San Francisco 
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Coca-Cola Strategy 
in Sales, Marketing 
Pushes Profits Up 


Advertising Expenses 
Listed at $7,000,000 
in 1937 


New York, Dec. 
Company, as pictured today in 
Fortune, may justifiably rest its 
claim to uniqueness on a_ 1937 
record which shows advertising ex- 
penditures of $7,000,000; gross sales 
(money paid in consumer purchases 
of the beverage) of $283,000,000, 
and a net income of $24,680,000. 
Net income, incidentally, was 
nearly twice that for 1929, and is 
expected to be still larger in 1938. 

The Fortune story, however, lists 
many other factors in this com- 
pany’s 52 year history, not the least 
of which are some seemingly un- 
usual concepts of advertising and 
marketing techniques engineered by 
Robert W. Woodruff. 

Mr. Woodruff became president 
in 1923, a post which he still holds. 
His father, Ernest Woodruff, had 
acquired control of the company in 
1919, paying the Candler interests 
$25,000,000. 


1.—Coca-Cola 


The younger Mr. Woodruff’s 
treatment of an admittedly sick 
company included “firing” all of 


its fountain salesmen and institut- 
ing a new advertising policy. This 
policy is notable for its omission of 
the maxim that copy, to be effec- 
tive, must vigorously arouse desire 
and create action. 


Availability, Major Aim 


Mr. Woodruff has believed from 
the start that Coca-Cola need only 
be attractively available to be sold. 
Thus copy is pleasant and agree- 
able and emphasizes such phrases 
as “The Pause That Refreshes,” 
rather than a possible stress upon 
the easy digestibility of the bever- 
age’s sugar content. 

Although viewing the consumer 
market as one which could be won 
without arguing the merits of Coca- 
Cola or urging greater consump- 
tion, Mr. Woodruff made a more 
positive bid for cooperation of the 
“industry” in reaching this market 
by appealing almost exclusively to 
the profit motive of the distributors. 

Organization of this Coca-Cola 
“industry” springs from the com- 
pany’s sirup plants. This sirup goes 
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LATEST WRINKLE IN INSURANCE MERCHANDISING 


Mickey’s master is “sold on” 


the NEW way of 


Hartford Accident and iF 


and the HARTFORD FIRE INSURANCE company write prectically ever 


Emphasizing the possibilities of loss as the first factor in working out poe 
Company is starting a new campaign in national magazines, the first insertion of which, a spread, is shown here. 


into two channels, leading ulti- 
mately to the bottle in the consum- 
er’s hand or the glass on the soda 
fountain. 

Some 1,900 wholesalers distribute 
it to about 100,000 fountain opera- 
tors. This part accounts for nearly 
30 per cent of Coca-Cola’s sales in 
the United States. 

The remaining sirup is billed 
through six “parent bottlers” to 
1,100 independent bottlers, selling 
to 1,100,000 dealers who sell to the 
public. 

The essence of Coca-Cola itself, 
which is added to the sirup, re- 
mains a mystery to all but a chosen 
few. It has been established, how- 
ever, that this essence—often set 
forth as the key to the gigantic in- 
dustry—contains no cocaine what- 
soever and much less caffeine, 
when mixed with the usual amount 
of water, than a cup of coffee. 

Production was not the major 
problem when Mr. Woodruff took 
charge of the company, although 
fluctuating sugar prices had caused 
some trouble. His major task was 
to interest the “industry” in the 
profit possibilities of the beverage. 

Fountain operators, the story re- 
lates, felt no gratitude toward the 
company in providing a readily 
salable beverage. To them it was 
but a necessary evil, something 
that they had to carry to satisfy 
consumer demand. 

An initial move in changing this 
attitude was the “firing” of com- 
pany salesmen. They were then 
rehired as service men and assigned 
to new territories. The present 
force numbers 230. 


Service Man’s Duties 


They travel with thermometers, 
rather than order books, approach 
the fountain operator by purchas- 
ing a drink of their company’s 
product. It’s immediately tested 
for temperature. If the tempera- 
ture isn’t right, the service man 
has an effective entree for the job 
of investigation and persuasion on 
his hands. 

In brief, this service man’s job 
is to sell and keep sold Coca- 
Cola’s profit potentialities. Func- 
tioning as a technical expert, he 
also offers the newest in company 
displays. The latter are designed 
as much for beautifying the store 
as for advertising Coca-Cola and 
some of them prove so attractive 
that the service man has a difficult 
job in persuading the operator of 
the fountain to discard them at a 
later date for newer displays. 

Recent moves to increase the 
profit available to fountain opera- 
tors include a price reduction on 
smaller packages of sirup, encour- 


quicker turnover. 
of the automatic dispenser, a bright 


connected with the regular foun- 


tain line. 


red box sitting on the counter and | 


aging sale of smaller quantities and | 


Another move is the development | 


Made and sold by the | 


buying insurance! 


a beverage under a similarly allit- 
erative name. 

Current competitors number 
about 70. Of these, it is held that 
only two are of much significance 
insofar as actual competition is con- 
cerned. A third competitor is Dr. 
Pepper, excluded from the first 
group because its name is in no 
way suggestive of Coca-Cola. 
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Dole Valve Company, Chicago, 
these boxes provide constant tem- 
perature and correct serving of 
Coca-Cola and incidentally increase 
the druggist’s profit in affording 
a more careful measurement of the 
sirup. The boxes are sold to drug- 
gists for $88. 

On the other side of the business 
are the bottlers. All save 25 of the 
1,094 are independent businessmen 
whose investments range from sev- 
eral thousands to several millions of 
dollars. They include such well 
known figures as Bobby Jones who 
operates the plant at Pittsfield, 
Mass., and Turner Jones (no rela- 
tive) who resigned in 1937 as vice- 
president of the company to take 
over a bottling plant in Maine. 

Mr. Jones was apparently look- 
ing for a hard nut to crack. Ac- 
cording to this article, he saw “the 
dismally low Coca-Cola per capita 
in Maine as a personal challenge to 
convert Maine to the tastes of the 
Solid South.” 

New merchandising devices have 
also been important to the bot- 
tlers, Fortune points out. Among 
them are the familiar red coolers. 
Made by Westinghouse in Massa- 
chusetts and Cavalier Corporation 
in Tennessee, these coolers have 
been sold to 40 per cent of the 
1,100,000 retail dealers. 

Still more self reliant is the coin 
machine vendor. These are owned 
by bottlers who may or may not 
split the retail profit with com- 
panies on whose premises the ma- 
chines are located. Some 8,000 of 
these machines (with slug ejectors 


optionally provided) were put out 
last year. 


Home Carton Scores 


A third merchandising device is 
the six bottle carton, introduced in 
1936 and designed of course to 
stimulate consumption in the home. 
Sampling has been extensively and 
successfully used in furthering this 
type of sale and Fortune reports 
that some bottlers are already find- 
ing that cartons account for 20 per 
cent of their sales. 

Vice-president Harrison Jones is 
pictured as the director of the “con- 
stant barrage of merchandising 
aids” aimed at bottlers month in 
and month out. Outdoor posters 
are supplied free each month, the 
bottler paying but one-half of the 
space charge. Singin’ Sam records 
are also at his disposal for local 
radio broadcasts, plus a variety of 
newspaper cooperative campaigns. 


Motion Pictures Used 


Added to these are a variety of 
store displays, tavern menu boards, 
enamel signs and decorative metal 
assemblies. Motion pictures are 
used both for sales training of the 
bottler’s staff or, as in the case 
of films on such subjects as general 
selling technique or automobile 
safety, for public showing under 
company sponsorship. 

Not the least important of Coca- 
Cola’s departments is its legal staff. 
Company reports show that about 
1,000 individuals or companies have 
attempted to cash in on Coca-Cola’s 
popularity, usually through offering 


TT 


Uwnership Pian Successtu! 


With further broadening of its 
employe ownership plan by the 
Journal Company, Milwaukee, pub- 
lisher of the Milwaukee Journal 
and operator of WTMJ, 85 per cent 
of the station’s staff now own stock 
units. 

The employe ownership plan, set 
up a year and a half ago, has 
worked out so satisfactorily that 
employes can own 40 per cent of 
the company’s stock and 700 em- 
ployes will become owners. 


Printer Adds Thompson 


Bradbury Thompson has been ap- 
pointed art director for Rogers- 
Kellogg-Stillson Company, New 
York. He was formerly with Cap- 
per Publications, Topeka. 


Triggs Joins R&R 

L. F. Triggs has resigned as copy 
director of Charles Daniel Frey 
Company, Chicago, to join the copy 
staff of Ruthrauff & Ryan, Chicago. 


MEDIA SERVICE, INC. 


60 East 42nd Street, N.Y.C. 
Through its intimate contacts 
with advertisers and agencies 


SELLS SPACE 


Acting as eastern advertis- 
ing managers and staff 


for LEADING PUBLICATIONS 


YES, WHY DO YOU RECOMMEND 
IT EVERY CHANCE YOU GET? 
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Kendall Mills 
Adds Nursery Mask 
to Curity Line 


Walpole, Mass., Nov. 29.—Kendall 
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California Packing Corporation has adopted this practical device to keep dealers 

informed of various advertising campaigns scheduled for national magazines. 

Length of each pennant suggests “normal life of each magazine.” The advertiser 

explains that “because selling power is greatest when the ad first appears, pen- 
nant is widest at that point.” 


Set Producers, 
Broadcasters Plan 
Joint Campaign 


(Continued from Page 1) 
president of the RMA, which like 
the NAB, maintains headquarters in 
Washington, D. C., said today that 
the agreement gives the NAB au- 
thority to employ any advertising 
experts, script writers or other tal- 
ent it needs to execute the campaign 
finally decided on. 

Who Will Get It? 

He denied that radio will neces- 
sarily get the lion’s share of the ap- 
propriation. Other observers, how- 
ever, asserted that the NAB would 
hardly be likely to overlook the op- 
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portunity to prove that radio can 
do a selling job without assistance. 

The radio manufacturers, despite 
their pledge to raise a large sum, 
have not determined the basis on 
which members will be assessed. 

Though the project campaign en- 
grossed the directors of the RMA at 
today’s meeting, they took time out 
to formulate television standards for 
presentation to the Federal Com- 
munications Commission. Other en- 
gineering standards have already 
been submitted, the matter of com- 
mercial yardsticks being regarded 
as a question for the future. 


NAB Committee 
Named to Study 
Self-Regulation 


Washington, D. C., Dec. 1.—Mov- 
ing to execute recent recommenda- 
tions of President Neville Miller 
that the broadcasting industry adopt 
a program of self-regulation, the 
National Association of Broadcasters 
this week appointed a special com- 
mittee of high-ranking executives 
to map a definite platform. 

Mr. Miller said the duty of the 
committee will be “to recommend 
procedures leading to self-imposed 
regulation of American radio and to 
develop program standards.” 

The committee, representing 
every branch of the industry, is 
made up of Edward Klauber, exec- 
utive vice-president, Columbia 
Broadcasting System; Lenox R. 
Lohr, president, National Broadcast- 
ing Company; Theodore C. Strei- 
bert, vice-president, Mutual Broad- 
casting System; Paul W. Morency, 
WTIC, Hartford; Edgar L. Bill, 
WMBD, Peoria; Ed Craney, KGIR, 
Butte; and Mr. Miller. 

The committee will initiate a se- 
ries of meetings in New York Dec. 
5, and report its findings to a meet- 
ing of the board of directors of the 
NAB in Washington Dec. 12-13. 


Home Laundry Equipment 
on Exhibit in January 

An exhibit of the newest in home 
laundry equipment will be sponsored 
by the American Washer & Ironer 
Manufacturers’ Association at the 
Stevens Hotel, Chicago, Jan. 8-14. 

The association has launched a 
business paper and direct mail cam- 
paign to promote the show. Mel- 
drum & Fewsmith, Cleveland, is the 


agency. 


signed to reduce the danger of in- 
fection from colds and other breath 
borne bacteria. 

The new device will be adver- 
tised in the regular schedule for the 
1939 Curity line and will also be 
promoted through a special display 
carton. 

The mask, packaged in a glassine 
envelope, is designed for wear by 
the infant’s mother or nurse. It is 
somewhat similar in appearance to 
the operating mask worn by sur- 
geons. 


Kelleher in New Post 


Thomas M. Kelleher formerly 
with the Record, Troy, N. Y., has 
joined the sales staff of Noee, Roth- 
enburg, & Jann, New York newspa- 
per representative. 


Brewer Names Dowd 


John C. Dowd, Inc., Boston, has 
been appointed to handle the adver- 
tising for Harvard Brewing Com- 
pany, Lowell, Mass. 


a? — fj ; 
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Pure Oil Company swung over to use of 
poster. 


Leo Burnett Company, Chicago, 
Lithographing Company, the producer. 


SPECIAL WINTER 
1) id 


a cartoon technique in this new 24-sheet 
is the agency, with Edwards & Deutsch 


Canadians Start 
Apple Drive; Test 
English Market 


Vancouver, Dec. 1.—A two-month 
advertising campaign, involving an 
expenditure of $20,000, was launched 
today by growers and produce brok- 
ers in an effort to move a bumper 
crop of Okanagan apples. The drive 
will blanket the four Western 
provinces of Canada and will em- 


ploy newspapers, radio, outdoor and 


—] 


window displays. At the same time, 
a test will be conducted to sound 
out the market for Canadian apples 
in England. Supplementing a Do- 
minion appropriation of $40,000 to 
advertise apples abroad, local inter- 
ests have contributed $6,000 for 
British Columbia fruit. Test copy 
will be used in Liverpool. 


WCKY Gets More Power 


The Federal Communications 
Commission has authorized Station 
WCKY, Cincinnati, to increase its 
power from 10 to 50 kilowatts. 


"Now here's the kind of testimonial", 
says, picking up a new Fitzpatrick Bros. contract, 
"that makes sense. Just a good, a real good, signature 
on the dotted line". 

We catch on. And we' 
It's like this: 


Here at WBBM we've got a pretty hard-boiled 
little guy in the accounting department who's inclined 
to sniff slightly at the common garden variety of 
testimonial. He thinks most of them should be plowed 
under. 


he 


re glad to pass it on. 


Fitzpatrick Bros. make soap——Kitchen 


Klenzer, Automatic Soap Flakes, Big Jack Laundry Soap. 
And the soap field just bubbles with competition. 


In October 1936 Fitzpatrick Bros. signed on 


the dotted line for six fifteen—minute’shows a week 
on WBBM. February 1937 they signed again——a renewal. 
November 1937 they signed again for a new show— 


Total, nine shows weekly. February 1938 they decorated 
the dotted lines again—renewals, 
November 1938 they signed 


for both shows. 


Fitzpatrick Bros. have never told us what 


sales increases they've enjoyed from using WBBM. But 
they've furnished our files with potent evidence of 


That pulling-—power is WBBM's unique audience 


leadership. Why not let it sell for you? 


Owned and ope 


| Represented nationally by RADIO SALES: New.Y. — 
+ it, Milwaukee, Charlotte, N. C., Los Angeles, ila 


“ 


System. 
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ADVERTISING AGE 


December 5, 1933 FF 


Recreation | 
Held America’s | 
Biggest Industry 


Manufacturers Over- 
look RichMarketf, 
Survey Finds 


Chicago, Dec. 1.—Manufacturers 
of sports or recreation equipment 
are overlooking a golden opportu- 
nity in failing to advertise ade- 
quately, according to a survey by 
Arthur J. Todd, chairman, depart- 
ment of sociology and anthropology, 
Northwestern University. Recreation 
is the biggest business in the United 
States, but manufacturers specializ- 
ing in this field apparently fail to 
recognize that fact, according to Dr. 
Todd. 

The third volume of the survey, 
sponsored by the Chicago Recreation 
Commission and Northwestern Uni- 
versity, has just been published. 
Two others are still to come. The 
recreation survey is confined to Chi- 
cago, but many of the findings have 
national significance. 


Estimated at 20 Billion 


“For the United States as a 
whole,” said the introduction, “rec- 
reation in its various forms repre- 
sents one of our biggest channels of 
expenditures. Stuart Chase has es- 
timated it at 20 billions per year. 
Dr. Jesse F. Steiner is more conser- 
vative and arrives at a figure of 
somewhat over ten billion dollars 
for the annual cost at the end of the 
last decade. 

“Probably in normal times ten 
billion dollars per year would repre- 
sent a fairly safe and justifiable es- 
timate of the annual outlay on rec- 
reation in America. Thus, some- 
where between one-fifth and one- 
seventh of the nation’s annual in- 
come is paid for various forms of 
play. Of this total, between three 
and four billions may be set down 
to the account of commercial amuse- 
ment.” 


Movies, radio and automobiles 


YORK 
Speaks the Language 
Plays the Music 
Sings the Songs of 
Metropolitan New York's 
Foreign Residents and 


Tells them WHAT and 
WHERE TO BUY 


1000 warts cay ano NIGHT 


The Station that Speahs Your Language 


CHRISTMAS AND THE YEAR ROUND 


7 &2 
S 


Seagram Distillers Corporation is offering this display to package stores, bars and 

taverns as particularly suitable for the holiday season, but adaptable for year 

round use when the two lower sidepieces and festoons and candles are removed. 

The painting over the mantle is a full color reproduction of an old English tavern 
scene created for Seagram by Harold Anderson. 
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provide the most popular forms of 
recreation, Dr. Todd found. Census 
figures show moving picture thea- 
ters reaping an annual harvest of 
$525,000,000. While time sales of 
radio stations are large, they fell to 
provide an accurate index to the 
popularity of radio, the survey as- 
serts, believing ownership of radio 
sets a better value. 

“Nearly 20 per cent of all the men 
and women canvassed preferred ra- 
dio above all other forms of recrea- 
tion,” said the survey. “Movies 
came a close second, while reading 
newspapers placed only sixth.” 


Basketball Is Tops 


Gauged by attendance, basketball 
is the national sport, according to 
the survey, attracting 80,000,000 
witnesses in 1935. Baseball runs 
second, with 50,000,000, and foot- 
ball is third, with 40,000,000. Fol- 
lowing in order are boxing, horse 
racing, wrestling, hockey, softball, 
dog racing, with golf bringing 
up the rear with a mere 200,000. 
Attendance at all games of this kind 
for the year aggregated 256,300,000. 

The survey lists the most signifi- 
cant and characteristic trends of the 
times as interest in active partici- 
pation in games and sports; vogue of 
automobile touring and other travel- 
ing; development of outdoor life and 
vacation activities; acceptance of 
governmental responsibility for pro- 
viding public recreational facilities; 
expansion of the field of commercial 
amusements; desire for amusements 
that provide thrills and excitements; 
strong interest in competitive games 
and sports; popularity of forms of 
recreation which promote social re- 
lations between the sexes; develop- 
ment of organizations which facili- 
tate recreational interests. 


Utilities to Hold 
Regional Meeting 


The Public Utilities Advertising 
Association will hold a regional con- 
ference in Kansas City Jan. 31. 

Ray Ratliff, Kansas City Gas 
Company, is chairman of the com- 
mittee on arrangements. 


—— 


First Sale Alone 
Never Profitable, 
Says Lebensburger 


Chicago, Dec. 1.—Though one or 
two individual manufacturers have 
associated bedding with the consum- 
er’s happiness and well-being, the 
majority have been content to pre- 
sent it strictly as a utility item, 
M. M. Lebensburger, advertising 
manager, B. Kuppenheimer & Co., 
Chicago, told the National Associa- 
tion of Bedding Manufacturers at 
its convention here today. 

“Bedding should not be offered to 
the public as so much spring and 
ticking,” said Mr. Lebensburger, 
who shared the program with Dr. 
Edmund Jacobson, medical author- 
ity on sleep. “It must be converted 
into steady nerves, sound sleep and 
even temper.” 

Consistent promotion of any prod- 
uct on a purely price basis quickly 
destroys public confidence, Mr. Le- 
bensburger said. The industry, there- 
fore, must take definite steps to 
discourage this form of advertising, 
encouraging, on the other hand, 
more creative selling, and emphasis 
on constructive promotion. 

This involves a long-term pro- 
gram, he said. Profit lies in repeat 
business, because it costs too much 
to acquire a customer to make the 
initial sale a profitable one. Unless 
the first transaction is made so sat- 
isfactory to the buyer that he comes 
back for more, the retailer must 
chalk up a loss. 


Voice of Experience 


“The salesman must have no in- 
hibitions about showing quality 
merchandise because it is higher 
priced,” the advertising manager of 
the big clothing company continued. 
“He must dispel the idea that his 
customer may not be willing to pay 
such a price. To discourage such in- 
hibitions, the store must make it 
possible for each of the salesman to 
own the finest bedding, and thus 
possess himself of the conviction 
which comes only from experience. 
The personal testimonial is still the 
most effective form of selling.” 

Dr. Jacobson, the medical expert, 
gave the convention some sales am- 
munition by emphasizing the value 
of bedding which permits the user 
to obtain maximum benefits from 
repose. He gave a unique prescrip- 
tion for wooing sleep. Allowing the 
feet to hang out of bed will relieve 
the pressure on the heels and thus 
induce oblivion, he said. 


Lawson Promoted 


W. E. Lawson, sales promotion 
manager of Selby Shoe Company, 
Portsmouth, O., has succeeded A. R. 
Hanson as advertising manager, the 
two departments having been con- 
solidated. 


Dennison Names Smith 

John A. Smith & Staff, Boston, 
has been named to handle the di- 
rect mail account of Dennison Mfg. 
Company, Framingham, Mass. 


Fort Joins NNPA 
Walton Fort, promotion manager 

of the Times, Shreveport, La., has 

become a member of the National 


The rates for this department are 
“Help Wanted,” 


“Representatives Available,” 30 cents 
cash with order. 


$4.75 per inch. 
insertions. 


Write for descriptive 


“Positions Wanted,” 


All other classifications (single insertion rates): % in., $2.75; 1 to 3 jp 


—_= 


as follows: 
“Representatives Wanted,” and 
a line, minimum charge $1. 


folder describing discounts for tery 


POSITIONS WANTED 


——} 


HELP WANTED 


Managing Editor of large-circulation 
monthly, serving graphic arts field, 
seeks connection with magazine, 
newspaper or printer-publisher as 
promotion manager, business man- 
ager, advertising manager, publisher 
or editor. This man has had a wide 
experience in printing, publishing and 
promotion work. He has ideas, knows 
how to develop them, present them 
and sell them. He is 39 years old, 
married, father of a family. He's 
worth at least $7,500 a year to the 
right organization. 

Box 1587, ADVERTISING AGE, Chgo. 


Trade Paper Advertising Salesman— 
15 years’ experience, including 8 years 
as Western Manager on leading ABC 
and CCA papers. Close personal con- 
tact with leading agencies and Na- 
tional accounts in 13 Mid-West States. 
Proven sales record. 38 years old. 
Drawing account, traveling expenses 
against commission, available now. 

Box 1576, ADVERTISING AGE, Chgo. 


Publisher's rep., 16 years in advertis- 
ing field, with highly successful mar- 
ket analytical background. 

Box 1579, ADVERTISING AGE, Chgo. 


STOCK CUTS 

LITTLE BLACK AND WHITE CUTS 
(inexpensive) add zip and verve to 
text for small ads., circulars, letters, 


announcements, house organs, blot- 
ters, etc. Send your address. Har- 
per’s, 283-f E. Spring St., Columbus, 


Ohio. 


SALESMAN—Young man with exper. 
ence in advertising, neweneoe: or 
radio, state age and qualifications 
advancement. 

Box 1588, ADVERTISING AGE, N. y 


REPRESENTATIVES AVAILABLE 
PUBLICITY — PUBLIC RELATIO\; 
counsel seeKs new accounts. 

Box 1584, ADVERTISING AGE, N.Y 


a 
REPRESENTATIVES WANTED j 
NEW YORK REPRESENTATIVE 
Well known national monthly desire 
New York and Eastern representatiy 
Prefer established and experience 
representative in position to giy 


necessary time and work to addition 
publication. 
Box 1583, ADVERTISING AGE, N.Y 


MISCELLANEOUS j 
CURTAILED BUDGETS 4 

can ‘still afford economical Photo. 
Offset for all sorts of pictorial adver. 
tising literature, booklets, brochures 


bulletins, testimonials, catalogs 
charts, diagrams, direct-mail pieces 
sales letters, etc., etc. 


nent ate ad 


No typesetting or engraving costs 
anything previously printed can lx 
reproduced. 

Short runs no penalty. 

500 COPIES (8%”x11") $2.63 
Additional hundred copies only 2! 
Even lower prices for larger orders 
Any size supplied. Free instructive 

Manual on request. 
Laurel Process, 480 Canal St., N. Y.¢. 
In New York City and Metropolitar 
Area, a trained salesman will call or 
request. Just phone WAlker 5-052 


vy les 
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Liquor Employes 
Ask Restriction on 
Advertising Copy 


Milwaukee, Dec. 1.—Under the 
sponsorship of the Liquor Salesmen, 
Bottle and Beverage Employes’ 
Union, Local 405, a city ordinance 
is being considered here which 
would penalize “every device tend- 
ing to induce the purchase of liquor 
by means of price appeal.” 
While city officials interpreted fhe 
proposed measure as being broad 
enough to affect virtually all local 
advertising used by liquor dealers, 
Harry J. Spencer, business agent for 
the union, said the purpose of the 
law was to halt only “unethical ad- 
vertising.” The ordinance would 
penalize violators $100 for a first of- 
fense, $250 for the second, and $500 
plus license revision for the third. 
Exceptions are made only for 
point-of-purchase displays. 


Hilton Resigns 


T. B. Hilton has resigned from 
Barron G. Collier, Inc., after 15 
years of service in charge of adver- 
tising operations in New Jersey and 


NNPA Names Blumberg 


Raoul Blumberg, of the Washing- 


of the membership committee of the 
National Newspaper Promotion As- 
sociation, succeeding Don McWaid 
who has resigned after taking over 
editorial duties for the Louisville 
Courier-Journal. 


; 

4 

nena 4 

To Bennett & Snow | 

Norwood White Company, Hyde 

Park, Mass., manufacturer of office 

and building partitions, has ap- 

pointed Bennett & Snow, Boston, for 

a newspaper, business paper and di- 
rect mail campaign. 
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TRANSCRIBED PROGRAMS 


For the Low Budget Account 


Programs of proven ability 
that have established audi- 
m ence acceptance at a cost 


<1 


fee CHARLES MICHELSON 


$45 FIFTH AVENUE NEW YORE 


Send for complete Catalogue 


Delaware. 


+ ma re r ~ 


Advertising Men's Florida Headquarters 


DANIA BEACH HOTEL 


ee — 


Newspaper Promotion Association. 


DANIA, FLORIDA 
19 MILES NORTH ONLY ON | 
OF A. A. A. HOTEL U. S. No. 1 
MIAMI IN DANIA HIGHWAY 
SITUATED IN A 3 ACRE PARK of TROPICAL PALMS and FLOWERS 
@ LARGE OUTSIDE ROOMS 
AAA @LOW RATES ALWAYS 
@ OPEN ALL YEAR 
@ NEAR BEACHES 
SEND FOR BOOKLETS AND RATES @ EXCELLENT CUISINE 
H 
25 MINUTES FROM MIAMI BEAC 
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Plan Conference 
‘fo Clarify Canada’s 
‘Tax on Ad Material 
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Four A's Hopes for New 
Regulations as Aid to 
> U.S. Advertisers 


New York, Dec. 1—Further clari- 
© fcation of the Canadian duty on ad- 
 vertising material shipped into the 
* Dominion by American advertisers 

} and agencies was in prospect today 
)} when the American Association of 
) Advertising Agencies was advised 
™) that its request for a conference had 
) been granted by the Canadian Cus- 
= toms Commissioner at Ottawa. 
; The conference will probably be 
attended by representatives of the 
i Canadian National Newspapers and 
) Periodicals Association, as well as 
» the Four A’s and the Canadian cus- 
toms department. No date has been 
set as yet. 

In suggesting the conference, the 
) Four A’s seeks a new set of “fool- 

§ proof” regulations covering the duty 
Bon advertising material, thus solv- 
} ing a problem that has vexed adver- 
) tisers here for several years. New 
} regulations would enable them to 
) determine exactly what their liabili- 
S ties are in customs payments and 
» excise taxes. 

) The Canadian publishers’ associa- 
| tion is vitally interested because the 
} advertising material in question, 
\ largely mats and plates, is almost 
) entirely used for newspaper adver- 
§ tising and there is a strong possibil- 
| ity that increased assessments will 
"result in reduced advertising volume 
from American advertisers. 

As reported last week in ADVER- 
'tistinc Ace, the Four A’s obtained 
San agreement, by the Canadian Cus- 
+ toms Commissioner, to waive penal- 

ties on assessments which are 
claimed to be overdue, or under- 
g Paid. Confusion still exists, how- 
B ever, as to the custom regulations. 
» Simplification of the regulations, 
® rather than any change in tariff or 

§ tax rates, is the objective of the 

= conference. 


Question Dates Back to 1924 


Present Canadian customs regula- 
| tions were set up in July, 1937. They 
iTevived an unsuccessful attempt 
‘ which was made in 1924 to include 
) what is termed “cost of preparation” 
fin the valuation of advertising 
plates. This includes art work, com- 
position, engraving, photography— 
theoretically everything that goes 
into the making of the plate. Just 
how far this goes, however, is not 
clear to advertisers and agencies. 

Complications also arise from the 
fact that there are many differen- 
tials affected by conditions such as 
whether or not the material was 
» made specially for Canadian use, or 
whether it was used in this country 
irst; and whether the advertiser has 
| 4 Canadian office or branch. 

Customs duty on advertising 


| OUTSTANDING SALES 
PROMOTION MAN WANTED 


® By large Manufacturer selling 
krocery, drug and department 
store trade. Executive Assistant 
to create Sales Promotion ideas 
and supervise layout and copy for 
those ideas. Thorough working 
_ knowledge of contests, premiums, 
deals, displays, store promotions, 
dealer advertising. Flair for pro- 
ducing smart and unusual pro- 
|; motions and display material for 
Cepartment stores, as well as 
powerful, attention-getting pro- 
motions and material for grocers 
and druggists. Ability to get along 
with associates, Good future for 
experienced man who is a dynamo 
| Of ideas and has feet on ground. 
Adequate salary in line with 
| Qualifications. Headquarters in 
Ease Give full details first letter. 
Replies held in confidence. 


BOX 1585 ADVERTISING AGE, N. Y. 
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ONCE-A-YEAR COPY APPEARS 


you try it. 
MORONEY 


We have sold our fine whiskey 
to officers of the Army and Navy 
for so many years that we are not 
surprised when gold-braided 
gentlemen write us—"We al- 
ways look forward to a Phila- 
delphia visit so we can renew 
our friendship with scrapple, 
pepper-pot and—(you guessed 
it!) Army & Navy.” Naturally, 
we are pleased, just as you will 
be with Army & Navy when 


A 90 Proof Blend of Straight Rye Whiskies 
JAMES MORONEY — In Phila. since 1845 


x 


ARMY & NAVY BRAND 


This Philadelphia liquor purveyor breaks out in newspaper advertising only once a 
year—as a tieup with the Army and Navy gridiron classic. 


plates is about 20 per cent, ad val- 
orem, plus an additional sales and 
excise tax of 11 per cent. These 
assessments apply only to newspa- 
per plates, however, and not to those 
for magazine use. They also apply 
to radio transcriptions. 


Inspectors Examine Books 


Advertising agencies have been 
accustomed to paying duty on the 
basis of the invoiced cost of plates. 
Early this year the Canadian gov- 
ernment announced it intended to 
enforce its own idea of valuation 
covering the cost of all ingredients 
included, and sent inspectors to go 
over the books of a number of lead- 
ing agencies here and in other 
cities. At that time, not only were 
assessments made upon all ship- 
ments over a period of three years, 
but penalties amounting to 100 per 
cent were levied on the companies 
declared to be delinquent. 

When the Four A’s obtained a 
waiver on the penalty ruling, it was 
estimated that more than $50,000 
had been potentially saved to agen- 
cies here. 


Newspaper Drive 
for New Operator 
of President Lines 


San Francisco, Nov. 29.—Renova- 
tion of the old Dollar Steamship 
Lines under its new operator, the 
American President Lines, will be 
advertised in a newspaper campaign 
covering 22 cities, it has been an- 
nounced here. 

Five column copy will proclaim, 
“Again the World Famed President 
Liners Will Sail the Seven Seas,” 
and will emphasize the renovation 
and redecoration done on these ships 
at a cost of more than $2,000,000. 

Also scheduled for probable op- 
eration by the President Lines are 
three new, 800 passenger, 23-knot 
ships which are under construction. 

Lord & Thomas is the agency in 
charge of the campaign. 


Plan Text Book 
on Boys’ Styles 


A permanent text book for the 
boys’ and students’ apparel indus- 
try will be issued this month by 
The Boys’ Outfitter—Styles of 
Youth, New York. 

Called the “Ten Year Book,” the 
volume will contain 600 pages. 
Theodore Kahan is publisher and 
editor. 


NBC Adds Three Stations 


Stations WEEU and WRAW, 
Reading, Pa., and Station WNBC, 
New Britain, Conn., have become 
affiliated with the National Broad- 
casting Company, the first two on 
the Red network and the third on 
the Blue. Addition of these stations 
brings the total number of NBC 
stations to 165. 


Emerson Joins “Retailer” 


Clarence W. Emerson has been 
appointed advertising manager of 
the New Jersey edition of Beverage 
Retailer Weekly. He was formerly 
with Hearst Newspapers, New York. 


Awards Jury to Meet 


The 1938 jury for the annual ad- 
vertising awards sponsored by Ad- 
vertising & Selling will meet Jan. 5 
to select the winners of the fourth 
annual awards. Mark O’Dea of 
O’Dea, Sheldon & Canaday is chair- 
man of the jury. Winners will be 
announced at the awards banquet 
to be held in February. 


“Chuckles” to Appear 


A new pocket-sized magazines 
called Chuckles, published by Esrom 
Company, New York, will appear 
with the February issue. Controlled 
circulation will be confined to resi- 
dents of the Metropolitan New York 
area having annual earnings in ex- 
cess of $5,000. Name of each recip- 
ient will appear on the cover as part 
of the cover design. Westy Egmont 
is president, Carl W. Rundlett is 
vice-president and business man- 
ager, Harry Watson is advertising 
director and John Vasconcellos is 
secretary-treasurer. 


Compton Adds Two 


Two additions to the staff of 
Compton Advertising, New York, 
are Karl K. Klimcheck, formerly 
with Young & Rubicam and more 
recently engaged as an independent 
advertising color photographer, who 
has joined the media department, 
and Mrs. Janet Fox Wing, formerly 
with Kenyon & Eckhardt, New 
York, who has joined the copy de- 
partment. 


New Agency Formed 


Georgian Associates, New York 
advertising printer, has opened of- 
fices at 1451 Broadway to conduct a 
general advertising business in New 
b song George Pearlman is presi- 

ent. 


Gloeckler for Self 


H. Gloeckler has resigned as sales 
manager for Zonite Products Corpo- 


ration to form his own sales agency. 


The new firm will be known as H. 
Gloeckler Associates and offices will 


be in the News bldg., New York. 


Niles Trammell, 


mell, vice-president in charge of the 
Central division, National Broad- 


A. G. Morton Get 


NBC Promotions 
New York, Nov. 29.—Niles Tram- 


casting Com- 
pany, was this 
week elected 
executive vice- 
president. He 
will assume his 
new duties here 
Jan. 1. 

Mr. Tram- 
mell joined 
Radio Corpora- 
tion of America 
in 1923 and in 
1928 was trans- 
ferred to NBC. 
He is a native of 


Niles Trammell 


Georgia. His successor at Chicago 
has not been determined. 


Announcement was also made 
this week of the promotion of Al- 
fred G. Morton, manager of NBC 
operated stations, to a vice-presi- 
dency. 


Standard Oil of N. J. 
in Bureau Series 


How the Standard Oil Company 
of New Jersey told a localized insti- 
tutional story through newspapers 
in five Southern states is described 
in the eleventh of a series of “Ad- 
vertising Facts” issued by the Bu- 
reau of Advertising, American 
Newspaper Publishers Association. 


Food and Drug Manufacturers - 


DONT NEGLECT THE MAN 
BEHIND THE COUNTER! 


Let us contact him for you and get 
him on your side. He is the man who 
can help you most. 


HE is human too.. 


SELLS your product. 


sumer he tells the people he meets about 
the things he uses and likes. 
lot more than a mere cog in the machinery 
of distributing your product. 


Sample HIM when you sample his cus- 
Convince him that you're doing 
more than your competitors to make his cash 
register ring. Establish friendly, human re- 
lations with him, so that he'll think of your 
company as something more than just a 
salesman with an order book. 


tomers. 


He'll reward you in a hundred ways for 
your interest in him. He has the power to 
put your product in front of your competi- 
tor’s, on his counter and in his customers’ 
minds. He can culminate or nullify all your 
advertising effort at the point of sale—de- 
pending on whether he is enthusiastic or 
indifferent to your product and your com- 


pany. 


. HE smokes cigarettes 
.. eats breakfast food . 
and what's more he’s the man who REALLY 


.. uses bath soap 
Like any other con- 


He's a whole 


Call in 


A. D. or A. 


for a special sales drive or 
as the point of good-will- 
contact between your prod- 
uct and the man behind the 
counter. 


5 MEN or 
25,000 MEN 


your prospect's hands... 
make surveys 
for you of dealer or consumer 


deliver it and collect payment 
chandise your advertising ... 
to get 
time, any place. 


. to distribute your samples 
. to place your advertising in 
to 
... ask questions 


. to SELL your merchandise; 
. to put up displays and mer- 
ACTION 


for you, any 


A note on your business letterhead 
will bring you a free copy of 
"Manual of Services" which explains 
the complete services offered by 


A. D. of A. 


DISTRIBUTING FACILITIES and DEALER SERVICE from COAST-TO-COAST 


Advertising Distribu 


Eastern Sales Office .. NEW YORK | 


tors of America, Inc. 
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30 ADVERTISING AGE 


Oxydol Turns fo 


Report Shows 
Retail Linage 


December 5, 193g 


Index of Retail Activity in 80 Important 
Markets 


Drama for New 
Radio Series 


Losses Smaller 


Chicago, Dec. 2.—Slowly but 
steadily, retail linage in major trad- 
\ing centers is creeping closer to 1937 
levels, this week’s reports to ADVER- 


Based on total retail advertising volume in all newspapers in each city. 


(Copyright, 1938, by Advertising Publications, Inc.) 


. ° ° ——— 
I ‘ TISING AGE in connection with the : —== 
New York, Dec. 1.—“Central Index of Retail Activity indicate. | % Gain % Gain 
City,” dramatic serial, has replaced ion 6 es ; ; | se-'een s-Weex ‘S-Week  oFloss or Loss 
Oxydol’s “Ma Perkins” vomvenn While it appears unlikely that De- | Period Period Period 1938 1938 Week Week % Gain 
~ program | cember figures will be so good as to Ended Ended Ended over over Ended Ended oo 
over the NBC Blue network and is| ~~. ve Sp lor in th City Nov. 28, 1936 Nov. 27,1937 Nov. 26, 1938 1936 1937 Nov. 27,1937 Nov. 26,1938 ] 
heard Mondays th h Fridays | “iPe out losses scored earlier in the}; © "** sf. ak : ed tien Bit ee - 26, 2998 Loge 
eal ondays roug ridays | year the resent trend indicates fo = ee 15,603,284 15,590,858 10,836,996 —30.6 50.5 305,550 105,409 Oey 
from 10:45 to 11 am. The “Ma\>°@! eda | Altoona, Pa 6,071,854 6,477,079 5,028,329 —17.2 —224 140,812 111.573 —_. 
as aa \that retail linage will surpass low | * “tg ~ alg claapeglbaiaia ene 36 "686 452 766.08 49 05 “ona "sen || ee 
Perkins’ program over the Red net- | 1938 levels early next ear Feoreremes od “SSS sanaae tytn Spt oi "aa pra pee tw raid 
° ° ar - . | é i ore 20,938,5 21,542,23 20, 3, 9 —3.8 —6.5 82,257 55,27 5 
work will continue to be heard at y y , | SECROTD, BN soos ees -~ af .ae KS ; : <aors “ones —5.6 
: The latest report, covering the| Birmingham, Ala. ..... 11,100,038 11,978,400 11,649,554 4.9 —2.8 293 482 +11 
3:15 p.m., Mondays to Fridays. seven-day period ended Nov. 26,| Boston, Mass. ........ 19,484,855 19,076,270 18,222,538 —. «~*~ :S:”:*C Tr 
Procter & Gamble Company is the | : , ‘ : Bridgeport, Conn 8,747,352 9,295,028 8,383,836 aa. — 9,8 196.112 + 
sponsor /1938, shows linage in the 80 report- Buffalo. N.Y etal slaty 16 239 002 17721 828 15009 898 4 <2 on 664 +14 
e e ° . eae a . = " > may, Bee Beoseseceece Pe rr ~- 4,464,900 v0, On —ii. —IID.0. 755,00 3 
‘ing cities off 5.3 per cent from the | Camden, N. J........... 3.868.747 3,872,013 3,639,998 —5.9 —6.0 89,747 a 
Bugler Tobacco Bows corresponding week of 1937, the ac-| Cedar Rapids, Ia....... 1.674.250 4,854,038 4,404,722 aah. —9 105,504 9,6: ~15) 
Brown & Williamson Tobacco itual loss being 1,183,242 lines from | Chattanooga. Tenn..... 6,243,151 5,879,627 5,546, 39 a * —O0,5 132,615 144,661 ry] 
. . > > ¢ ¢ ¢ “*hicag eet a onele aia 2 87,38 30,919,651 28,288,72$ a 5 547,517 } : 
Company has signed a contract with | the 21,813,406 line total of last year. re nnd gue 4 gta “rig ane .. ate ais e y- oak ata —— 
pe - . ~ > oY } © > ~~ , « ° ° 0,¢U0,8e 1, dael.,oe a) Le — om SG 244,09 ) oSo,6 ‘ > 
the National Broadcasting Company |, Despite this, the percentage web nee | Cleveland, O. ......... 18,771,425 20,149,705 16,373,950 —12.8 —18.7 443,996 41 1,893 :. 
for 52 weeks beginning Dec. 9. The |f0r the year to date has declined | (oj)ymbus) o. I = ee RS 8 CN ae bets 297,154 280,148 <5 
new series, for Bugler Tobacco, will |f"0™m 10.9 per cent last week to 10.8| Dijjas Tex... Tess 18,779,563 20,160,312 19,148,447 £+1.9 —5.0 465,002 $26,235  —83 
be heard over the Blue network _ cent this week, although the loss Davenport, Ia. ........ 8,307,698 9,579,316 8,741,740 §.2 —8.8 206,232 171,276 —16,9 
. ; ; « ; ai ay pa » 96 » 7 2 2 9495 9 = - 9Q7 « ~ ) 
from 9 to 9:30 p.m. on Fridays. in lines has increased from 105,408, em dare a "ae = “pyee wy oy By ey tes os 25.5 aaa ae 60,484 —124 
945 last week to 106,515,729 this) |’ 1 acti - iciubdealadkcte pty epee een nan —_ y eeess yee tga —42.5 
New Seri f 1 3 en Peers Beasessessn Wy 4 Diehl de La cts Daddy eee —Vv.9 3. 72,463 57, 190 —89 
Series ye A bers week — : Bis 5, | Metro, Mich. ........ 20,320,006 21,048,772 16,706,171 —17.8 —20.6 436,127 402,957 —7.6 
Albers Brothers Milling Company| Variations in linage between this} js) paso, ‘Tex......0000. cece eee ee ceee vee eeee eee ‘3 245,196 215,642 —12 
through Erwin, Wasey & Co., has|year and last for every weekly} Erie, Pa. ............. 6,985,898 8,698,932 8,247,102 $18.1 ont. 176,442 179,326 418 
signed with NBC for a new series | Period this year are as follows: tg nn int. Site man eee moe n8.a58.i9e -6.5 —5.0 $81,966 —9$4 
“a SeVOr, BEMRS...+... 3,221,2: 3,244,442 2,983,822 —7. —Rf. 58,09 +4 
to be heard over a West coast net- |Jan. 1 ................005. — 08 | sa aick : a5 —— ; aTs = _— a ‘ 7 : aa a os 
erat setae , ° " - a. SURO Sea enevedes AS89415 651,930 6,796,398 —19.9 —21.5 210,910 —20.5 
_ work weekly beginning Jan. 3 from Jan. re sae ete taaekenat os — 2.4) rort Wayne, Ind....... 10,811,206 11.112.249 9,945,887 wt” atts 234,486 —£5 
- crieli 9 to 9:30 p.m. PST., titled “Good |Jan. BS on Wark av abba ee ws — 3.7| Gary, Ind. ............ 5,837,902 6,742,352 5,112,629 —12.4 24.2 108,540 $7.5 
fe e4 Morning Tonight.” a — 5.]| Grand Rapids, Mich.... 8,932,476 9,881,894 8,088,146 —9.5 —18.2 207,088 10.3 
I € a . ‘ , ; 7 a jt, ee eee 5,693,789 6.354,341 6,181,653 8.6 —2.7 140 280 —7.7 
Be : Ps. 6.64400 esaveriachoae — 7.2 atl A 1 A ct, OS ch nl . an os ‘ 
y Kay Kyser Continues Feb 5 aia Houston, Tex < 13,738,362 15,416,184 15,382,966 11.9 a 320,194 342,006 +62 
ee aaa 7 ‘ Pa yn : : PPTs ee ne en ys ee : Indianapolis, Ind. b's 16,772,384 17.555.823 14,897,892 —11.2 —15.1 382,396 345,030 —§ § 
American Tobacco Company, for |Feb. 12 .................++. — 7.7) Jacksonville, Fla. ..... 8.012.587 $634,850 8,241,834 $2.9 —4.6 177.366 185,724 +41 
Lucky Strike cigarettes, will renew |Feb. 19 .................... — 6.8| Jersey City, N. J. 2999 963 2 200.637 1.940.562 1299 —118 40.953 24.229 16.4 
the “Kay Kyser Musical Klass” se-|Feb. 26 .................... —11.4| Kansas City, Kans 2,342,186 2,528,567 2,592,079 10.7 + 2.6 54,614 53,851 “1.4 
ries over the NBC Red network for|March 5.................. —14.8| Knoxville, Tenn. ...... 9,156,959 10,043,808 9,356,485 +2.2 —6.9 24,476 187,152 —i6s 
an additional 15 weeks effective Jan.|March 12 .................. 16.6 — mire Ark....... 8,775,443 8,881,614 8,595,882 —2.1 —3.2 182,672 179,774 —1.6 
Cea Bs Seis i | os Angeles, Cal....... 0 .....00. 24,056,126 21,758,452 —9.6 543,744 549,541 +11 
. > prog s hez *S- |March 1¢ ia . 
tag cag yrtigtey ee ‘nen be tn hed enegadidneewaantna as | Loulsville, Ky. hae. wie tes 15,006,000 15,088,285 —12.8 283,454 266,983 —5.8 
Ld J* Atl. | Pere —14.2|} Lynn, Mass. .......... 9,421,342 9,196,404 7,353,302 31.9 —20.1 151,942 145,152 —4,5 
: \ i ee — 0.9| Manchester, N. H...... 3.269.649 3,519,300 “3,397,098 3.9 ont ,S 80,736 99,360 23.1 
| Babbitt Renews | April OS hate ade oh dhe wr oes — 5.3) Memphis, Tenn. ...... 10,662,670 11,388,442 10,594,920 —0.6 —6.9 62,934 278,950 +6.1 
B. T. Babbitt Inc., has renewed | April 16 __ 9 g| Milwaukee, Wis. ...... 14,553,563 16,769,278 14,037,047 =i —1-$§6.3 378,770 337,469 10.9 
“David Harum,” heard over an |apri} 93 ................... 15.7| winneapolis, Minn...... 14,105,476 13,784,869 12.595.455 10.7 —8.6 281,408 326,433 19.6 
" P Dseeeceseeseseeseseees ——10.4 |) Moline-Rock sls 26 5 24° "4 226 she : ad 7 59 35 59.97 mT 
NBC Red network of 23 stations, for April 30 108 = line-Rock Island. ve 8.04: 680 S¢ 48,393 ; 1,918,386 ae 1.6 8 — 163,: 527 _ 1 378 _ 25 
an additional 52 weeks effective|yay 7 2... 12.3| New sp —* aa pitert + ye pepe 74 = 61,760 C2,286 ws 
€ rr ve + —_— | GY jj€ settee eee eeeseeeeene — t . 4 ‘ | onn, i a ,4900, os 8,863.92 : 39.690 4a “ad 
Feb. 20. The program is heard |nMjay 14....«w«««««Ws«W«Ws«Ss«*:C«*:w«*:S —14.8| New Orleans, La....... 18,524,458 18,939,380 17,665,274 4 -0,3 
Mondays through Fridays from 11 May 21 14.3 tNew York, N. Y....... 61,754,585 61,810,071 55,252,603 j —i.5 
- GY Gh «sree esses seseeveseese eames te Pye - . , r ‘oun as - -% ‘ oo —- 
to 11:15 a.m. _  Blackett-Sample- 'May 28 14.7 Brooklyn, N. Y. .. 6,617,092 5,879,424 4,481,433 1.0 
. CY GW «sees eeeeseeeeeeeeeee ——- . . - >a — —_ 
Hummert is the agency nf Norfolk, Va. ...... oo 9,027,413 4.033.138 8.710.884 —3.9 
‘ June 4 —14.6 | Oakl “ye : peg fiey : 
eee ee eee eee seer eses . q and, Cal Se ia 7.318.018 7,328,487 6,895,626 6.0 
Ethyl Variety Show June sarge bith. 8 EGS E ROT —14.9 | Oklahoma City, Okla... 10,482,553 11,695,768 10920 706 12.1 
= nai WE TD aes cccreerccnvweses —14,§ | Peoria, Il. ............ 10,435,260 10,984,650 9,577,409 —8.0 
Tune-Up Time” sponsored by ‘June 25 —16.9| Philadelphia, Pa. ..... 27,386,155 28,475,946 25,040,352 A —6.4 
Ethyl Gasoline Corporation, will |jyy 7 0000 14.7 | Phoenix, Ariz. ..-..... 7,105,756 7,062,846 7,270,338 +23 +29 153,650 134,526 —125 
make its bow Jan. 12 on 61 sta~ | yu) 9. 144 Pittsburgh, Pa. ....... 21,996,758 23,475,774 18,425, 16.2 —21.5 449,554 366,534 —18.5 
tions of the CBS network. The Sule 6... 130 so Neeree x vt Rpt 1588,829 12,063,872 10,997, —4.7 —8.9 247,926 ae aaa — 
. -_ —I5. rr Providence, KR - 12,769.33 3,15 9,823,153 23 25 270,807 247,222 —— 
program will be heard from 10 to ae , Mad ae aa psedng 18,158,811 858,14 #91 o pie -rgd hig 69 
- July 23 13.9 | Reading, Pa 9,064,384 10,280,710 8,935,107 -1.4 13.1 216,762 253,520 I 
10:45 p.m. on Thursdays, featuring a sai) mic ; WT) WC Tw Ly ee co ——= i ae 1 ee | So a er, 
‘ ‘ — ’ a. «-. bo i 3 16 = yh ® y - =) 809,08 old, 
' July 30 13.3 | fst mmond, Va 12,596,638 12,.403,07¢€ 11.271.862 10 a] 0 68 19,676 ‘ 
Walter O’Keefe, Andre Kostelanetz, Aug. 6 13.1 | §Rochester, N, Y 17,443.38 16,477,982 13,544,440 22.4 17.8 355,652 353,124 —0.7 
and Kay Thompson’s Rhythm Sing- | ve 4 13 13.5 Sacramento, Cal 8,296,299 § 201.687 > 401.063 10.8 q § 185.990 184,310 —0.9 
ers. Guest stars of the stage, screen ‘aus 20 ~ 124 | — pease nb x ». 6,111,315 6,068,761 5,964,260 24 ao 7 132,822 168,088 +151 
‘ = . ° seee - —iIdZ. Sal jlewo, Cy , 296 45 ” “10 797.3 > % 24° 30 242,5 — at 
fi and opera will be presented each ei — 13.1 — = - £3,336. 852 13,016,616 U2, 694,008 ae. . a rT —T3; 
a : f — 608s errs : —I135. Si “rancisce *; ‘ = OOF » ae , =»>.6 s 386,537 395,62 +. 
"4 week. Batten, Barton, Durstine & |245 ¢! a ee 18,524,849 15,225,101 13,990,081 : : aig a0 ¢ £93 
i ¥ Sept. D «eau 7 e* , -—1.9 | -* attle, Wash 9,288,214 584.958 4.159.039 1.4 4.5 201.292 220,108 9.3 
- Osborn handles the account. Sept. 10 __ g3| South Bend, Ind S461 512 8846114 6.630.822 01.6 95 4 154738 134.785 2.9 
— - po 99) Spokane, Wash 7,060,687 7,287,154 6,802,362 3.7 6.7 163,744 147,630 9.9 
se pt. 4. —12.3 |) St. Louis, Mo ‘ 17,348,830 18.206.780 16,486,645 1. 9.5 100,265 382,725 4.8 
New Post for Weeks eS — 9.2) st. Paul, Minn 12,237,889 11,523,639 10,433,939 ie 8 271,528 231,132 —149 
wal ; Oct. l 15.5 | Syracuse y 1] 25.967 10.024.392 11.5 on 237,321 253,995 So 
a P. Shelton Weeks, Jr., for the|Oct. 8 —12.7| “Tacoma, Wash $4.69 130.372 5.600.924 6.4 ' 146,706 127,358 = 13.2 
past four years apprentice and traffic | O¢t. 15 12.4 | Tampa, Fla 190,496 », 789,704 5,632,338 2.6 2.7 143,472 134,106 -6.9 
. , * . « é. Toro o . 4 91° . o 2 ‘ 99 ‘ 9 ) 0.8 
executive with J. Walter Thompson |o,.4 99 10.9 Foronto, Ont., Can 18,215,414 16,317,024 Lo] —19.1 423,803 426,121 : 
Company, New York. will join the bs . =. pd | Troy, N. ¥ 777,326 3,794,924 O.5 6.3 87,360 95,690 re , 
New York office of Dobeckmun | \ hoa 1.2) Tulsa Okla “466.211 8,498,424 10.2 v4 avaveus eg h ier 
° - | ‘ s : 1 Bs Ff , - ' ‘ an - ° ‘ 729 66! —4.5 
Company, Cleveland cellophane con- ve ) - 49 a ashington, D. | . 35,554,438 ), 020,791 32,399,988 —s.4 764,910 —— = 
verter, in a sales capacity Jan. 1.|Nov. 12 4.8 | ‘ von ‘ a r, Mass » 11,260,439 11,605,782 10,345,838 5 4g hy oes rye 11.9 
. . ” igstown, ©) 59° OG ” - g 1 a 4 o%.46 »te . 
He will specialize in the develop- | Nov. 19 4.9 | ; wenees 8,451, ¢ 6, 154,500 = untied = einai — 
ment of cellophane packaging for | Nov. 26 ................. — 5.3) Total 012.744.267 182 679.686 876 163 57 ; a.s 21,813,406 20,650,164 — —9° 
i agg ts in the grocery and drug The tabulation in the adjoining ‘Akron Times-Press discontinued Aug. 28, 1938. 
s. column shows individual linage fig- New York American discontinued June 24, 1937 
“ | ures for each city included in this | pheno ell Pg net hogy ms on aieeabkinns my ppt 
| Index ‘Daily Ledg als v6 nerican discontinued June 8, 1937 
x. ail edger discont ued June 23, 1937 


PIONEER ADVERTISER TAKEN 


Albany, N. Y., Nov. 29.—J. Wil- 
son Roy, 70, credited with an im- 


Providence T1 ibune discontinued 


B. F. Sturtevant Company, Boston,| of the National Editorial 


and one time advertising manager 


portant part in early advertising of |of the company, died at his home 
the Lipton Tea Company, died at|here 


May 1, 1938 


tion. 


Associa- 


| Magazines Use Weeklies 


Hearst Magazines, Inc., will use 
1,000 weekly newspapers, throug" 


re ) | after an illness of several CLEMENT DIES | Woodyard Associates, to promote 
COLLINS his home here after a long illness. | months, Newton. N. J.. Dec. 1.—Robert E.|the January issues of Pictorial Re- 
ae A native of Glasgow, Mr. Roy was | — Chemant ’ vice-president of Sim-| view and Cosmopolitan. Hearst a 
se closely associated with Sir Thomas |EDITH PARNELL DEAD mama eardenan Publishin s Cor-| month used weeklies for the co 
ws MILLER & Lipton for some years. Later he | London, England, Nov. 22.—Edith | por r Pre “ata York nd tern | time, with a list of 200 for G00 
= . ves P , , oi ace 4 , & < » 4 © 66. —& ora » sve Oo >» ane vastern | sol- ; 
= conducted a printing business in Parnell, formerly editorial manager | Housekeeping. 


PHOTO-ENGRAVERS 
IN CHICAGO 


| London, before coming to the United 


New York, Nov. 29.—William J. 
| Monaghan, vice-president of the Pi- 
|}oneer Ice Cream division of the Bor- 
den Company, died yesterday at his 


|Charles Higham at the convention 
of the Advertising Federation of 
America in Boston. 


advertising manager of 


‘Simmons Promoted 


| J. E. Simmons, formerly manage r | 


American 


ihome in Forest Hills. He was 41| CALIFORNIA PUBLISHER DIES pre Bacay A ig oleae + itn _ 
"mare ‘ ‘ _ . . ~ - 5 zC Ta wiovors saies 
— old and had be = with the Hemet, Calif., Nov. 29.—John E.| Corporation, has been appointed as- 
Pioneer division for 12 years. At|King, 68, publisher of the Hemet |sitant regional manager for the At- 
the time of his death, he was in| News since 1912 and a 


charge of sales and advertising 


| CARL GRAY DEAD 


past presi- 
ident of the California Ne wspaper 
|Publishers Association, died Satur- 
|day in a San Bernardino hospital 


lantic Coast. 


Biow Gets Popsicle 


: : of Charles F. Higham, Ltd., Lon-! Builder, died yesterday at his home ~ 
States 903 as a newspaper press , , ’ it ~<A P 
HUTCHINGS oe sce 1903 as a newspaper pres: \don agency, died last week. She here following an illness of three 
ets | was the wife of Hugh Cudlipp, edi- | weeks. Mr. Clement had served on (“ish Rubbor Cmont 
—_ jtor of the Sunday Pictorial. In|the staff of American Builder for 10 he Donat t the OC 
sti phic Arts 
ING MONAGHAN PASSES 1936, Miss Parnell represented Sir | years. Professions-Nationally Used 
. 


3 Grades - Light-Medium and 
Heavy-$27 Per Gal Post Paid 
| SS RUBBER CEMENT € 
| 3438 NO HALSTED ST 
CHICAGO, iLL 


Joe Lowe Corpor: New York me 
Houlton, Me., Nov. 30.—Carl C.|He formerly published newspapers has Sumainnod whe tau Aas Bete LAYOUT LETTERING + JULUSTRATION RETOUCHING 
|\Gray, for the past several years | in Iowa, Minnesota and Montana, . 


| manager of the Atlanta office of|and was at one time vice-president 


Sir eit 


| Agency, New York, to handle adver- 


| tising for Popsicle. 


520 NORTH MICHIGAN AVENUE - DELAWARE 4855 
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0’Mahoney Sounds 
Call for New 
Business Curbs 


(Continued from Page 1) 


Frank R. Coutant, director of re- 
search, Pedlar & Ryan, and formerly 
president of the American Market- 
ing Association, revealed that he 
had written a letter to Mr. Nielsen, 
asking for a more complete state- 
ment of his position as to agency 
research. Mr. Coutant said that if 
Mr. Nielsen feels that most agency 
research is worthless, he should be 
prepared to back up his charge. 


ducted by individuals. Today, he Really Sales Talks 
said, business is largely national,/ 1, his AGMA talk, Mr. Nielsen as- 


conducted by corporations many of 
which are so widely owned as to be 


essentially public enterprises. 


“Business has gone from the flesh 
and blood citizen to the corporate 
citizen,” said the senator. “Business 
has grown so great in corporate 
form that state lines no longer mean 
anything. Business is national, but 
we haven’t provided national rules 


to tell business men not only wha 


serted that the vast majority of sur- 
veys made by publishers are “su- 
perficial, unsound and—worst of all 
—so highly biased that you can save 
yourselves a lot of time by turning 
directly to the last page where I 
guarantee you'll find that your prod- 
uct unquestionably needs a power- 
ful campaign in this particular pub- 
lication!” He characterized such 


ti studies as “pseudo-factual sales 


they cannot do, but what they can | tajkKs.” 


do and that is what they need.” 


He asserted that every objection Consumer Groups Hit 


which has been raised to nationa 


1} Characterizing those people who 


regulation of business in modern |seek to undermine confidence in 
times Was advanced against the na- reputable merchandise as “burrow- 
tional bank bill adopted during the ing shrimps who would destroy in- 


administration of Abraham Lincoln 


Calls Surveys Biased 


-|dustry,” Mr. Beck lashed out 
against what he termed the pseudo- 
scientific research activities of con- 


Market surveys made by adver-|sumer groups. 
tising agencies, publications, and ra- Mr. Beck urged that the grocery 


sen told the food manufacturers. 


dio broadcasters are seldom really | manufacturers unite to teach people 
thorough and are almost always/to believe in the “common honesty 
open to suspicion of bias, Mr. Niel-|of American business.” He declared 


that the AGMA, with its “Parade of 


| A He said that while agency sur-| Progress,’ was well suited to lead 
. BP veys are usually somewhat better|the way in “scotching” destructive 
j than those made by publishers, “‘ad- | influences. 
vertising agency surveys are often He asserted that the premises of 
open to the suspicion of buyers.|the “burrowing shrimps” are three: 
This is frequently true when agen-|fraud, the spread between selling 


in getting new clients, for such sur- |danger in the use of products. He 


veys have a tendency to prove tha 


t|said that everybody is against fraud, 


the agency which has sponsored the |that the people of this country are 


‘ 

‘ 

» 

J . 

1 cies use market surveys as a tool|cost and actual cost, and poison or 
g 

) 

1 

1 

4 


4 survey deserves the advertising ac-| getting healthier, and that actual 
6 count. When an agency makes a|breakdowns show that the spread 
5 survey for one of its own accounts,|between costs is not too wide and 


= oo col 
tee tli ali » etal rca ai 


there is often the danger of bias in|even if it were people are not com- 
the direction of suggesting increased | pelled to buy. 

appropriations, and also, there may| Charles Wesley Dunn, AGMA 
be a tendency to prove that the| general counsel, advanced the sug- 
agency has been right in its past|gestion that the association estab- 
campaign for the client. It has al-|lish an Institute of Nutrition, to be 
ways seemed to us that the safest|located at a leading university, and 
way to avoid danger of bias is to|dedicated to the public health. The 
have the actual research work done | proposal was enthusiastically en- 
by an independent, unbiased organ-|dorsed by the delegates, although it 
ization, in which case the advertis-|was pointed out that the initial cost 
ing agency research director func-|would probably reach $250,000, with 
tions as a liaison between the ad- jan annual operating cost of an equal 


; 
0.1 vertiser and the research organiza-|amount. Clarence Francis, president 
0 


tion, setting up the fundamenta 


1|of General Foods, was named chair- 


problem to be investigated and con-|man of a committee to formulate the 


7 stantly checking on the work of the | procedure. 


research organization.” 


r 


12.9 “To us it has always seemed ax- 
-4 iomatic that anyone who has an axe Gerrit Vander Hooning, president, 
= to grind for any one form of pro-|National Association of Retail 

motion automatically disqualifies|Grocers, declared his group has 


Asks Aid for Retailers 


13.2 himself for marketing research work |‘“Charted a course to eliminate loss- 


6.5 —for in this sort of work even a | leader selling,” and that it “would 
W holly unbiased party sometimes not be swayed from its course.” 
finds it difficult to determine|Citing fair trade and unfair prac- 


42 whether the answer to a certain tices statutes, he asserted that “the 


9.8 question is ‘yes’ or ‘no’.” 


manufacturer who at least makes an 


11.9 The reaction to Mr. Nielsen’s re-| honest effort to see that his retail 


diate. 


marks among agency research di-|Customers make a legitimate profit 
rectors and media men was imme-| Will create a tremendous amount of 
Frederic Gamble, secretary, | 800d will for himself.” 


American Association of Advertis-| Based on the operation of his own 
ing Agencies, told ApverRTISING AcE |Store, Mr. Vander Hooning estimated 


that 


fy 


‘hat he considered an official reply | that 67 per cent of his cu-tomers 
his association unlikely. He/are more interested in quality than 


expressed the personal view that Mr.|Price. He also urged that manufac- 
WT; | . . 
es ‘ielsen must be misinformed as to|turers pass along more information 
uf ‘he function of agency research | to retail grocers, so that retailers 
se ‘ , 


|may be able to do a better selling 
job. 


last FIRST 


Other speakers were Cyrus S. 
Ching, director of industrial and 
public relations, United States Rub- 


. Th " P 
00d * FIRST weekly alcoholic beverage trade paper|ber Products; Mrs. Wilbur E. Frib- 


‘0 be recognized by the C. C. A. 


1819 Broadway, New York, N. Y. 


Cirele 6-S181-2-3-4 


with 


IHE HOTEL, MONTHLY 


nember ABC and ABP 


ley, president, Chicago Housewives 


BEVERAGE RETAILER WEEKLY League; Miss Mary Barber, director 


of home economics, Kellogg Com- 
pany; Dr. Willard L. Thorp, Depart- 
ment of Commerce, and Fred I. 
Kent, economist. 

A. C. Monagle, vice-president, 


Ell tw HOTE Ls Standard Brands, chairman of the 


committee in charge of the “Parade 
of Progress,” said that the campaign 
would feature the quality, economy, 
and service of nationally known 
grocery products. He added that one 


—___») JOHN WILLY, Inc. CHICAGO 


J. J. GIBBONS LIMITED 


i GIBBONS KNOWS CANADA 


aim of the promotion will be to 


* ADVERTISING AGENTS 


develop “a better understanding of 
the function of advertising.” 
Donald Davis, president, General 
Mills, in endorsing the plan, de- 
clared that it would place “our in- 
dustry on the offensive instead of 
the defensive.” Edgar Kobak, vice- 
president, Lord & Thomas, also 
spoke briefly in support of the plan. 
Paul S. Willis was re-elected pres- 
ident of the association. Mark Up- 
son, Proctor & Gamble Company, 
was chosen first vice-president; W. 
F. Mohan, Scott Paper Company, 
second vice-president, and Arthur 
Ramsdell, the Borden Company, 
third vice-president. B. E. Snyder, 
R. B. Davis Company, will continue 
as treasurer, and L. J. Gumpert, 
B. T. Babbitt, as secretary. R. W. 
Moore, Canada Dry Ginger Ale, will 
head the legislative committee. 


Directors Appointed 


New directors are the retiring first 
and second vice-presidents, W. R. 
Barry, General Mills, and William 
H. Gamble, Corn Products Refining 
Company, and the following: W. C. 
McKenzie, Quaker Oats Company; 
F. K. Montgomery, National Biscuit 
Company; L. J. Gumpert; Frank 
Gerber, Gerber Products Company; 
French Jenkins, La Choy Food 
Products; Ollie Jones, Swift & Co., 
and B. C. Ohlandt, Grocery Store 
Products Company. 


Says Co-ops May | - Coming 


Have 50% of U.S. Cc re 
Retailing by 1948 VOTLVENtLONS 
Dec. 7-9. Annual congress, Na- 


Pittsburgh, Nov. 29.—Cooperatives 
tional Association of Manufactur- 


may control 50 per cent of the refail 
trade of the United States within|ers, New York. 
the next 10 years, unless there is a Dec. 27-30. Annual convention, 
breakdown of the “economic proc-| American Marketing Association, 
ess,” it was predicted here last week ~—— "> | Sbdinne ditties Ad 
, an. 21. ] 4 ~ 
be adeng Guamsaunes Wadente, the | vertising Affiliation, Buffalo, N. Y. 
Mr. Woodcock told the Western March 7-10. Annual Packaging 
. : “ Exposition, American Management 
Pennsylvania Council of Consumer 


- - “ Association, Hotel Astor, New York. 
Cooperatives that “if American co-| April 28-30. Annual convention, 


operatives continue to grow as they | Associated Business Papers, Inc., 
have in the past three years, they |The Homestead, Hot Springs, Va. 


will be on a par with those in Swe-| June 5-6. National Business-Con- 
den, where cooperative trade leads|Sumer Relations Conference, Buf- 
the world.” falo, N. Y. 


Citing the cooperatives’ objective|_ June 12-17. Annual convention, 
as the growth of economic liberty, Lithographers National Association, 
Mr. Woodcock voiced opposition to 4 — Country Club, Rye, 
ee chain gg Hoge a June 18-22. Annual convention, 

~~ = BO Soneen Way Severe Advertising Federation of America, 
who can’t compete on business man- 


Waldorf-Astoria, New York. 
agement should apply brute force to} June 25-29. Annual convention, 
eliminate chain stores,” he declared. | tnternational Association of Display 

Mr. Woodcock emphasized the| Men, Hotel Astor, New York. 


greater degree of success being cur- 


rently experienced by cooperatives. “Click” Promotes Lawler 
Identified with the movement since 


1920, he recalled that at the end of Py a gh ne ag Pn — = 
the first 15 years there were but 25 ’ é 


f , been advanced to Eastern advertis- 
cooperatives in the 11 Eastern states. | ing manager. 


Y as 


DO YOUR CHRISTMAS SHOPPING EARLY 


Also place your orders for engravings 


early. But whether you do or not we 


are always ready to get your orders out 


at the time they are wanted. 


EBarnes-Croshy Company 


PHOTO ENGRAVING 


ART AND PHOTOGRAPHY 
225 NORTH WABASH AVE..CHICAGO,ILL. 
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| Fair Trade Is 
oe Off-the-Record 
7 e. Topic for AGMA 


al (Continued from Page 1) 
a hopes of the association as to the 
prevention of below cost selling rest 
on the unfair sales act, a model bill 
prepared after two years’ study by 
the National Food and Grocery Con- 
ference. This bill, according to Mr. 
Willis, defeats unprofitable selling 
and is so drafted as to be sustained 
in the courts, if kept free of altera- 
tions by legislators. 

Individual manufacturers who 
have tried fair trade were generally 


- 


ments as either a success or a fail- 
ure, when interviewed at the con- 
vention. Most of them said that it 
was too early to be sure one way 
or the other. 

Among the manufacturers who 
are now selling some of their prod- 
ucts under fair trade, with Ohio the 
favored testing ground, are General 
Foods, Standard Brands, Swift & 
Co., Welch Grape Juice Com- 
pany and Canada Dry Ginger Ale 
Company. In the soap field, Col- 
gate-Palmolive-Peet Company, Lev- 
er Brothers, and Procter & Gamble 
Company are represented. 

General Foods is selling Maxwell 
House coffee, Jell-O, and Post 
Toasties under resale price mainte- 
nance, while Standard Brands is 


coffee. Spokesman for both com- 
panies told ADVERTISING AGE today 
that their experience in Ohio is too 
limited to be regarded as more than 
an experiment, and success or fail- 
ure has not yet been determined. 

Hecker Products Corporation is 
selling Gold Dust and Silver Dust 
under fair trade in a number of 
states, including Ohio, and the prac- 
tice has worked out well. As to 
Hecker’s food products, D. F. 
Sweeney, general sales manager, has 
not tried fair trade. 

Mr. Sweeney’s comments on fair 
trade for food products, typical of a 
number of food marketers, is that 
the principle is fine but the practice 
not so good. “The NRA failed,” he 
said, “and this is not much different. 


ment makes experimenting with 
fair trade very expensive. Fair trade 
is a good thing if you can make it 
work.” 

L. J. Gumpert, sales manager, B. 
T. Babbitt, Inc., has signed up under 
fair trade in both Ohio and New 
York. He expressed the opinion that 
both actions have met with success. 
The New York signing was made 
necessary by a bad price situation, 
and this has been remedied under 
fair trade. 


Anderson Joins Duffy 


Felix S. Anderson, formerly with 
The Albert Kircher Company, Chi- 
cago, has joined Jim Duffy, Inc., 
Chicago, as account executive and 


unwilling to declare their experi-|testing only with Chase & Sanborn The policing necessary for enforce- 


manager of the copy department. 


nderwood & Underwood Illustra- 
Studios has just been appointed 
exclusive official photographer of 
ew York World’s Fair. Now you 
ie in your advertising with the Fair, 
miggest non-controversial news in 
Memress today! It’s one of the most 
Mable advertising copy themes for 
Seen s co come! Nearly a quarter of the 
mem have said they would see it.* 
hea ° Berwood & Underwood, official 
Se ork World's Fair photographer, 
Summeehese immediate and exclusive 
Seememmes to advertisers: 


et | 


« « « The buildings, parks, la- 
nd drives of the New York 
Fair are available as back- 


goon $ | 
- World’ 
grounds 


utmost pal 


*“"Portune”’ 


years A 


321 East 44th: 
4; ndriné, Detroit 


Pee 
> 


and atmosphere for your illus, 


: UNDERWOOD 


erate od Py, aks ee ee, 


UNDERWOOD «: 


237 ExOntario Streety Chicago 
140 Maortborough Streei, Boston 


a2 Today with 
Be World of Tomorrow! 


situations or localities. Only the offi- 
cial photographer is in the position 
to exercise the discretion which will 
avoid embarrassing duplications of 
ideas and locations. 


UNDERWOOD STUDIOS... 
Underwood set-building facilities are 
famous. Any Underwood studio is 
equipped to make available sets of 
specific Fair sites which may not yet 
be completed. 


ILLUSTRATORS AVAILABLE... 
In addition to the special World's Fair 
staff of Underwood illustrators, any 
Underwood illustrator from any Under- 
Yh bene pade available on 
he World’ Fait site OF Spc 
ménts. P si 


FOR ANY TIE-IN ... « with th 
New York World's Fair, intblack aad ~ 
white or color, in your advertising of ~ 


for your own exhibit, we suggest that 


you get in toach> with your neabest 
Underwood office. 


7 


Keystone Hotel, Pittsburgh 


eg 


Toronto Club 
Hears Trademark, 
Slogan Histories 


Toronto, Nov. 29.—Little know 
stories behind the trademark an 2 
slogan histories of several intern, 
tionally known advertisers fea 
the dinner meeting held here last 
week by the Women’s Advertising 
Club of Toronto. 

Among those companies Whos 
trademarks and slogans affordeq an 
interesting dip into the past wey 
the Shell oil companies; Cudahy 
Packing Company; Packard Mot 
Car Company, and the H. J. Hein, 
Company. 

One of the oldest trademarks , 
that used by Shell. The history 
both the cempany name and trade. 
mark dates back to the early pay 
of the nineteenth century and ; 
London dealer in curios. 

A seashore holiday and the fong. 


S 
ness of this dealer’s children for sy 
shells inspired the dealer to mak By 
Meeting success in this venture, the 


and market shell trimmed boxe 
dealer organized a company whid 
employed men to seek out curioy 
shells and mother of pearl. Th 


company expanded until it owned, j 
fleet of ships. 7 
Gradually other lines were added, 
including oil, and in 1897 that whid 

had been an obscure curio shop be. 

came the Shell Transport and Trad. : 
ing Company. From the transpor. #9 
tation of oil it was an easy step f 
the production of oil and the growt | 


“~ 


of the several companies now bear. 
ing the Shell name. 


Holland Inspired Cudahy 


Cudahy’s well known “Old Dutch’ 
figure came more naturally into ex. 
istence. The actual figure was in 
spired by a little oil painting don 


in Holland. Its use, of course, ties 
in with that country’s reputation for | 
“chasing dirt.” 
Packard’s slogan, “Ask the man 
who owns one,” originated during 
the first year of the company’s his- 
tory. Someone wrote J. W. Packard [7 
asking about the new car’s merits. d 
Mr. Packard replied that several of E 
the cars were in the hands of others 4 
and that they should be the logical 
ones to make recommendations. 
The Heinz slogan, “57 Varieties,’ 
was also conceived by the head 0! 
the company, H. J. Heinz. In Nev 
York on a business trip, Mr. Heim 
was the recipient of this fortunat 
inspiration while taking a ride 
the Sixth avenue elevated. Id) 
counting the number of product 
manufactured by his company, M 
Heinz was so inspired by the slogat 
possibilities that he went directly 
to the lithographers from the ee 
vated to order signs bearing t¥ 
now famous phrase. 

Margaret Brown, news editor d 
Marketing, was in charge of th 
club’s program. 


ES Se Ts 


Pennebaker Returns 


William B. Pennebaker, for th 
past few years associated wit 
United States Rubber Company, 
New York, and formerly wit 
Campbell-Ewald Company, Ne* 
York, has rejoined the agency ® 
head of the sales department. 


Large “Examiner” Issue 
The Los Angeles Examiner pub 
lished an 84-page edition Thank* 
giving day containing 90,734 lines 
of retail advertising, opening 
“Christmas Shopping Days,” a t¥” 
day down town selling event. 


Gets 40-Fathom 


General Seafoods Corporatio, 
Boston, which recently purchased 
Bay State Fishing Company, # 
named Alley & Richards Compa) 
Boston, to handle advertising 
its 40-Fathom brand. C. A. Hol 
comb is account executive. 


— Vu. ae aie. 


z 


Bayless-Kerr Gets 3 


Bayless-Kerr Company, Clev® 
land, has been named to handle the 
advertising of Fenway Hall L 
Cleveland; humidifier eeision, of 
Monmouth Products Company: 
Cleveland, and Electro-Alloys Co™ 


pany, Elyria, O. 
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PHOTOGRAPHIC REVIEW 
OF THE WEEK 


WINTER SPORT FOR CONSUMERS 
WHAT DOES THIS 


STAND FOR IN A CAN OF NIBLET-EARS? 


Wie. 


See (IONS HOME , 


Give up? All right, it’s (1) “Four,” (2) “Gold,” 
(3) “Den,” (4) “Ears.” Put them all together 
and they say, w$8Vi NIGION ANOdn 


an 

ng 

i | Minnesota Valley Canning Company, Le Sueur, Minn., has introduced an aud- 
ri} ience participation note in its national magazine campaign. A charade which 
ts dramatizes qualities of Niblets, its canned corn, is included by the advertiser 


in each layout. The company invites contributions which are paid for if they 
om} ere accepted. Leo Burnett Company, Chicago, is Minnesota Valley Canning 
ca, Company's agency. 
as,” 


‘ NEW AD CHARACTER MAKES DEBUT 


ate gp DEALERS ARE ALL SET, EH 
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=| SPECIAL WINTER @RED CROW: 


“| HOW READY AT STANDARD OIL DEALERS! 


TAST-FIRING FRACTIONS, STORED LAST SUMMER T®sconeenence—and ecomomy remlt direcely NY 


Vn ff 
ram the extreords fecitres of Standard ‘ {\ HW ie 
NOW “READY.T0-60" IN RED CROWN! on > a ietaenetnndetned - > pia , 
ation. Saves Gasoline in Start-Up and Warm-Up Sehr” Mehly woke me fo 
hased one [VES you maximem Winter mileage! par eit eae ra “_ 
has —— remmang emcmints in Starmtard Med ( rom Re bernard } 
’ y + one rreere up with the quicknes of wich the fet “hick of pour arte, thor volatile 
pan ’ ‘ mewn’ 4 Red Comm. Your _—traxtioms get pour car under way qpendily on the 
g for warms wp > ragedly you eve gusuhne cobdest dayne Try the gamline pus once amd 
Hol- at.mum Winer auleage you D wae © comeantly trom (het hme on. 
STARY “JUST LIKE THAT” ANU GET MAXIMUM MILEAGE WITH STANDARD RED CROWN FOR WINTER 
- Snappy” is the neme of @ gnome-like little figure who will dramatize chief sales 
“Jeve- 


“A points in the new winter advertising campaign to be launched by Standard Oil 
le 1 HH “ompany of Indiana. Copy will appear in 1,700 daily and weekly newspapers in 
How ? Midwestern states. Numerous outdoor posters will also be used and 2,000,000 
on - nePpy” pop-guns will be distributed to children in the Midwest region, where 
4 * cempeign will be staged. McCann-Erickson, Chicago, is the agency in 
o charge of the campaign for Stenderd Oil. 


PUSH FOR FAIR 


A SUPER- SPECTACLE 
Presented: ba the 


EASTERN. RAILROAD: 


Eastern railroads are collaborating to 
promote the New York World's Fair with 
this one-sheet poster. Created by Leslie 
Ragan. Produced by Forbes Lithograph. 


POOR GOLDFISH STILL LACKS PRIVACY 


Although rising a bit in the piscatorial social scheme by making the trip from pet 
shop to home in this new Handelok transparent carry bag, the goldfish family 
remains subjected to the prying eyes of the world. The goldfish in the demon- 
stration have no complaint, but oftimes the examining orbits are not quite so 
pleasant. The container has just been introduced by Wolf Brothers, Philadelphia, 
to mark a new departure in pet shop packaging and merchandising, and promo- 
tion for this new bag is being handled by Lavenson Bureau, Philadelphia. 


SCHOOL CONVENES FOR LITTLE PIGS ! ™ 


These little porkers “went to school” for the Sperry & Barnes Company, New Haven, at its recent open house staged an- | 
nually, for the public. This exhibit, titled the "Piggy School,” consisted of the carcasses of fresh young porkers seated at 
school desks. Included were the proverbial “dunce” and “teacher's pet. Among company executives directing the open | 


house was John S. Coerne, advertising manager, assisted by the Goulston Company, Boston, the Sperry & Barnes agency. 


FOOD MANUFACTURERS GATHER FOR ANNUAL MEETING 
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The Advertising Age camera man recorded these impressions of the Associated Grocery Manufacturers convention at the 
Waldorf-Astoria in New York: Upper left, Walter R. Barry, General Mills vice-president, agrees with a speaker's view- 
point; Thomas S. Beck, Crowell Publishing Company president, with Mark Upson, Procter & Gamble vice-president, Mrs. 
Wilbur Fribley, consumer spokesman, and Mrs. Charles B. Knox, octogenarian head of the gelatine company. Below, in the 
usual order: Paul Willis, AGMA president; Cyrus S. Ching, public relations director for U. S. Rubber Products; Herry 
Drackett, president, Dreckett Products Company, and Frank Gerber, president, Gerber Products Company. 
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ADVERTISING AGE 


December 5, 193 


HERE IS A CLEARER WAY T0 
MAKE MORE MONEY IN NEW YORK 


Making more money out of your New families sell 6,015 units weekly of 10c- 


York sales is easy if you follow the buying and-over scouring powders; 
pattern from which all New York sales are 270 typical stores serving low-income 
cut. And that buying pattern is easy to fol- 
low with the help of The New York Times 


Market Research Department's findings. 


families sell 6,276 units weekly of these 


same scouring powders. 


These figures give you a true cross-sec- 


Here, for instance, 1S what our Research tion picture of scouring powder sales 


Department finds out about sales of adver- among these two income groups. They re- 


tised scouring powders in New York: veal a buying pattern that appears also in 


70 typical stores serving upper-income _ studies our Research Department has made 


“ALL NEW 


egies’: het Js Pie: 3 . Pele & 
a ees tei aft : ” ie 


, Pe ee CeO. , & Sty 
+ 


The New York Times, 
Times Square, 
New York, N. Y. 


Send full information about your Market Studies 

I am particularly interested in 
SCOURING POWDER SOAP CITRUS FRUIT ( 
COFFEE [] TEA TOMATO JUICE SHORTENING 
COLD CEREALS [ HOT CEREALS BAKED BEANS 
CAMERA FILM [) REFRIGERATORS [ TOOTHPASTE 


CANNED-BOTTLED BEER PINEAPPLE JUICE 


Name _ , 7 


Firm _ oved by D 
George Gall ‘P. note 
Address — rese ch anthority 


a - Che N ew Pork Cimes 


of the sales of numerous other widely ad- 
vertised staple products. 

That buying pattern shows that even for 
low-priced kitchen staples like scouring 
powder, upper-income families provide a 
major volume market. And because they 
are easier and more economical to sell, 
upper-income families are the most profit- 
able volume market you can find here. 

Before you complete your 1939 plans for 
New York, get our new facts about retail 
sales of advertised products. The coupon 
will bring you the studies you want 
just as The New York Times will bring you 
the sales you want because it con- 
centrates selling effort among the upper- 
income families whose more active buying 


means more profitable selling for you. 


$ THAT'S FIT TO PRINT’ 
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